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SANDWICH-MAKIN’S—Armour & Co. 
is backing the introduction of its 
new meat spread line in Chicago, 
Syracuse, Columbus, O., Provi- 
dence, R.I., and Charleston, W.Va., 
with page color and page b&w 
newspaper ads like this. 


Armour Introduces 
New Meat Spreads 
in Five Markets 


Curcaco, July 19—Armour & Co. 
this week introduced a new line 
of meat spreads in this market and 
in Columbus, O., Providence, R.I., 
Syracuse and Charleston, W.Va. 

The six kinds of spreads are 
ham, liver with bacon, beef with 
pickle and peppers, beef, garlic 
and dill, pork and beef with bar- 
becue flavor added. The spreads 
come in 4%-oz. jars that are re- 
usable as glasses. 

Armour is backing up the new 
line with page color and b&w ads 
in daily newspapers in the five 
markets. Tatham-Laird is the 
agency. No other media are being 
used at present. 

There will be additional distribu- 
tion on a market-by-market basis 
in the near future, and Armour 
plans national distribution on the 
new line within six months. An 
agency spokesman told AA that a 
“unique” national advertising cam- 
paign is planned, but he declined 


=| Tax Officials 
\Eye ‘Exempt 
‘|Periodicals 


to reveal any details. 


Commercial Publishing 
by Non-Profit Groups 
Faces Corporation Tax 


Wasuincton, July 18— The In-| § 


ternal Revenue Service is taking 


the first steps toward a showdown, 7 
on the right of non-profit organi-' § 


zations to claim tax exemption for! 
their wholly owned commercial 
magazines. 

Spokesmen for the service con- 
firmed that several such publica- 
tions have been investigated and 
that in at least two or three in- 
stances there have been recent 
rulings that the income of the 
magazines is subject to normal 
corporation tax rates. 

Since none of the rulings has 
been appealed at this time, the 
identity of the associations and the 
publications has not been revealed. 


® The investigation of magazines 
is the latest in a series of moves 
the Internal Revenue Service has 
made under sections of the tax 
laws adopted in 1950 specifying 
that “unrelated income” of tax 
exempt organizations is to be 
taxed at regular rates. 

The amendments were passed 
on the basis of complaints that 
poured into Congress from busi- 
ness organizations which con- 
tended that “exempt” organiza- 
tions were engaging in normal 
business activities and enjoying an 
unfair advantage because of their 
tax exempt status. 

One of the most widely dis- 
cussed instances involved the pur- 
chase of Mueller Macaroni Corp. 
by New York University in 1950. 
There have been other cases in- 
volving the operation of com- 
mercial radio and tv stations by 
universities and one case involv- 
ing the operation of a winery by 
a religious order. 


® The application of the “unre- 
(Continued on Page 84) 


Judge Orders Counsel in Springmaid's 
‘Obscenity’ Suit to Rewrite Complaint 


New York, July 17—New York 
State Supreme Court Justice Felix 
Benvenga has ordered counsel for 
Mary Jane Russell and Edward T. 
Russell to rewrite the complaint in 
which they charge Springs Mills 
Inc. with altering a photograph for 
use in an ad. The Russells say the 
ad suggested obscenity. 

The $4,000,000 “model-in-bed” 
suit was filed last December (AA, 
Dec. 12). Defendants, in addition 
to Springs Mills, are: Marboro 
Book Shops Inc., original user of 
the picture; Friend-Reiss Adver- 
tising, Marboro’s agency; C. L. 


Miller Co., Springs Mills’ agency, 
and the Ladies’ Home Journal, 
Look and Promenade, the three 
magazines which carried the 
Springs Mills ad with the re- 


touched picture. 


Mrs. Russell, one of New York’s 
highest-paid fashion models, posed 
for the picture in question. She 
charges libel, invasion of privacy 
and breach of contract. Her hus- 
band, Edward, an account execu- 
tive at Doyle Dane Bernbach Inc., 
charges “loss of consortium,” al- 
leging that the use of the picture 
impaired his “comfort and happi- 
ness in her society.” 


® In considering a motion for dis- 
missal, Judge Benvenga agreed 
with counsel for the defendants 
that the complaint was improperly 
drawn up. He has given Emily 
Marx, counsel for the Russells, 30 
days to prepare a new complaint. 

Miss Marx had submitted with 
her complaint numeérous exhibits 


(Continued on Page 84) 


EASY DO—Kellogg Co. will test mar- 
ket its Fizz-Ade in the Los An- 
geles area (AA, June 25) with a 
campaign including four-color 
newspaper ads like this one. The 
ads start July 23. Leo Burnett Co., 
Chicago, is the agency. 


House Hostile... 
Ayer's Dunning 
Defends Agency 
in Probe of Ad 


WASHINGTON, July 19—Friday, 
June 29, 1956—The chamber of the 
House appropriations committee in 
the Capitol Bldg. in Washington. 
Committee members are in their 
places. The press sits mournfully 
outside the door waiting. The door 
is sealed. 

What kind of day is it? It is a 
day like all other days. But Ed- 
ward R. Dunning, advertising ex- 
pert for America’s Independent 
Electric Light & Power Companies, 
is there: 


committee. As vp of N. W. Ayer & 
Son, handling the utilities account, 
he had been “invited” to come—at 
his own expense—so that commit- 
tee members could ask about a 
newspaper ad run by the electric 
companies outlining their contribu- 


(Continued on Page 81) 


|\Notes Across the Sea... 


Nielsen Note Burns British Admen; 


Squabble Over Audience 
Data Contract Shakes 
Commercial TV Trade 

By Derek Jameson 


Lonvon, July 17—One of the 
fiercest controversies in the his- 


s|tory of British advertising is 


|| BBB’s Bulletins on 


"Beauty Box’ Rouse 
Spector's Wrath 


New York, July 19—Raymond 
Spector, a man as apt to threaten a 
lawsuit as a golf player is prone 
to holler “Fore,” this week warned 
that he would sue the National 
Better Business Bureau unless. .. . 

What he meant by “unless” 
wasn’t specified, but the object of 
his wrath was a service bulletin 
issued previously by the BBB 
which was headlined: “Hazel Bish- 
op Inc. Subject of Numerous Com- 
plaints.” 

The bulletin goes on to say, “Doz- 
ens of complaints have been re- 
ceived by the NBBB and many 
local BBBs from indignant women 
who responded to advertisements 
of Hazel Bishop Inc. offering for 
$1 a ‘Beauty Box’ which included 
lipstick, compact make-up, liquid 
rouge and liquid make-up.” 


® The offering was advertised ex- 
tensively several months ago and 
most of the complainants say they 
have sent money but have not re- 
ceived merchandise nor replies to 
subsequent letters, the bulletin 
says. 

Others, the bulletin continues, 
have complained about incorrect 
colors and the size of the articles 
received. 

In April, NBBB says, it wrote to 
Hazel Bishop’s consumer service 
division and was advised that the 
initial requests exceeded the com- 
pany’s supplies but the company 
was “caught up with shipments 
now.” 

“Despite these statements, com- 
(Continued on Page 85) 


Last Minute News Flashes 


Vick Chemical Appoints Ellington for Sofskin 

New York, July 20—Vick Chemical’s Sofskin hand cream, formerly 
handled by Morse International, has been shifted to Ellington & Co., 
which will now be responsible for “all aspects” of the account, which 
bills around $400,090. Ellington’s appointment is expected by observ-’ 
ers to presage more Vick product assignments to other agencies. Other 
agencies with whom the Sofskin account was discussed were Carl S. 
Brown & Co., C. J. LaRoche & Co. and Ogilvy, Benson & Mather. 


Wilson Shifts 4 Product Groups to U.S. Advertising 
Cutcaco, July 20—Wilson & Co. is transferring advertising for four 
of its product groups from Needham, Louis & Brorby to U. S. Advertis- 
ing Corp., effective Nov. 1. The groups are B-V meat extract; poultry; 
export, and animal & poultry feed. Under the new setup, U. S. Adver- 
tising will handle seven groups, and Needham, Louis six (plus Wilson 


Sporting Goods Co.). 


Gulf Industrial Account to Ketchum, MacLeod 
PrirtssurcH, July 20—Gulf Oil Corp. will move its industrial adver- 
tising from Young & Rubicam, New York, to Ketchum, MacLeod & 
Grove, on Oct. 1. Y&R will continue to handle all other Gulf ad- 
vertising, except outdoor, which is handled by Calkins & Holden. 
(Additional News Flashes on Page 85) 


“See You in Canada,’ Gloats TAM 


shaping up here in the wake of 
articles published in ADVERTISING 
AGE. 

Tv audience research is the field 
of battle, and A. C. Nielsen Co. 
and Britain’s Television Audience 
Measurement Ltd. (TAM) are the 
main protagonists. 

But the issues raised concern in 
one way or another the whole in- 
dustry—agencies, advertisers and 
tv program chiefs—and the battle 
may also be fought anew in Can- 
ada. 


® The row has already produced 
charges by Bedford Attwood, head 
of TAM, that Arthur C. Nielsen is 
displaying hysteria and appears to 
be losing his grip on the world of 
tv audience research. 

Their differences revolve around 
a 15-month contract awarded to 
TAM by a Steering Committee 
comprising representatives of the 
entire industry (AA, May 21). Un- 
der terms of the contract, TAM 
supplies audience data to agencies, 
advertisers and commercial tv con- 
tractors. 

Mr. Nielsen, in a five-page letter 
to AA (June 25), charged that 
British interests had shortsight- 
edly shown favoritism to TAM. 
“As a result,” he said, “many Brit- 
ish firms are getting an inferior 
service at an excessive cost, and 
some are paying for two services.” 

At first glance, the British tv in- 
dustry appeared to assume that Mr. 
Nielsen was suffering from sour 
grapes. His blast in AA was 
splashed by the entire trade press 
here and World’s Press News, press 
and advertising trade weekly, com- 

(Continued on Page 81) 


Network Probe 
Ends in Burst 
of Tributes 


House Will Move In as 
Senate Closes ‘Current 
Phase’ of TV Inquiry 


WasuincTon, July 18—Ten more 
tv affiliates recorded their faith 
in NBC and CBS this week as the 
Senate commerce committee 
wrapped up “the current phase” 
of its tv monopoly investigation. 

With hearings finished for the 
present, staff members will try to 
write a report summarizing their 
findings on such problems as op- 
tion time and “must buy.” 

But completion of this “phase” 
of the hearings is not the end so 
far as the committee is concerned. 
Staff members were in New York 
this week studying talent arrange- 
ments. There were signs that this 
or other aspects of television’s 
business methods may come in for 
study at a new series of hearings 
this fall or winter. 

[Talent, ty advertising and net- 
work operations are supposed to 

(Continued on Page 63) 
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Lies Men See Seagram Retreating "NEW FLAVORFUL 
From Blends to Straights in 2 Years PRESTO 


New York, July 18—Why did! 


Seagram last week abandon its 
traditional policy of producing only 
blended whiskies? (AA, July 16.) 

Is this a real shift or is it only 
apparent? 

Seagram was the house that 
blends built. 

And Seagram was the company 
that was going to sell blends to the 
consumer no matter what he 
wanted. 

And Seagram had taste tests to 
prove that the consumer wanted 
blends. He only thought he wanted 
straights. 

Seagram was willing to argue 
that neutral spirits was actually 
whisky, and that it was unfair to 
blends to make it look as if a siz- 
able chunk of their content wasn’t 
whisky at all. 


And Seagram was out to prove | 
something else—that the whisky | 
business was a business where} 
price wasn’t everything. Quality | 
counted. You could sell a blend for 
as much—or more—than a 
straight. You didn’t need to wheel 
and deal, knocking profitable 
bucks off a case price. 


® But the blends began to lose) 
ground. And the straights were 
growing. They moved up like | 
wildfire on the West Coast and in | 
Texas and the South and the Mid- | 
west. They were as cheap as 
blends, and the Seagram blends 
began to fall apart like a stack of | 
cards in a Norther. 

Seagram said the people pre- 
ferred blends. Seagram had con- 

(Continued on Page 58) 


Carson's College Coeds Are Vital Factor 


in Merchandising Clothes for Young Women 


Curcaco, July 17—If the young 
women’s apparel shop of Carson 
Pirie Scott & Co. smacks of a col- 
lege campus, there is a good rea- 
son for it: The more than 60 girls 
who sell clothes there during the 
summer are from colleges and uni- 
versities all over the U.S. 

Carson is sold on the idea of em- 
ploying coeds to merchandise its 
line of clothes for college and 
young career women. The big de- 
partment store organized its first 
college board more than 20 years 
ago. Carson, along with Marshall 
Field & Co., was a pioneer in this 
field. Most of the other large local 
stores have similar boards. 

“Our college board members 
give our ‘back to school’ promo- 
tions sufficient college flavor and 
punch,” said J. C. O’Brien, vp in 
charge of public relations. “Be- 
cause they are genuine coeds, they 
are able to give customers first 
hand information on what clothes 
and styles will be worn on college 
campuses the following fall.” 


® The girls also bring in a lot of 
business and they supply the 
store with names and addresses of 
friends who attend college and are 
likely prospects for new ward- 
robes, Mr. O’Brien said. In ad- 
dition, the coeds supply Carson 
buyers with ideas and suggestions 
on styles. 

. More than 500 coeds applied for 
jobs on the Carson college board 
this year. Most of the girls on the 
present board are seniors, with a 
sprinkling of third-year students. 
They are hired primarily for their 


good looks and personality. 

The girls attend a week-long 
training program before they sell 
any clothes. They are given a 
thorough briefing on the stock, ad- | 
vice on how to sell and how to 
write up orders and operate cash 
registers. 


s From July 1 until Labor Day, 
the girls work a full 40-hour week. 
They receive the same salary and 
commissions as other beginning 
sales personnel at Carson. The av- 
erage pay check runs between $60 
and $75 weekly. They receive dis- 
counts on any clothes they buy. In 
addition to selling, they also mod- 
el at fashion shows. 

Every year Carson has a stand- 
ard uniform that is worn by col- 
lege board members. This year, 
the coeds are decked out in blue 
leotards, gray flannel skirts or 
Bermuda shorts, blue shirts and 
blue suede shoes. 


® Carson is backing its “Back to 
School” promotion this year with 
large-space ads in the four daily 
newspapers. A booklet of college 
fashions has been mailed to 50,000 
young women prospects. The pro- 
motion also has been publicized 
in Mademoiselle, and on local ra- 
dio and tv shows. 

“The college board is a vital 
part of one of our major promo- 
tions,” Mr. O’Brien told AA. “They 
really work hard and they do a 
good job in moving the merchan- 
dise. They seem to enjoy the work 
—and I know they like the extra 
spending money.” 


Be ee. at ee 


Kay Wheeler Seiberiing Coleman Dohse Woollett Smith 


CARSON'S COEDS—Seven of the more than 60 coed members of Carson 

Pirie Scott & Co.’s college board meet in front of the store before 

work. The girls, who sell clothes to other young women during the 

summer months, are Patricia Kay, Betty Wheeler, Martha Seiber- 

ling, Margaret Coleman, Suzanne Dohse, Jean Woollett and Carol 
Smith. 


’ TV to Be Launched 
_|in New York in Fall 


New York, July 18—A new kind 


DRINK MIX 


GRAPE + CHERRY - CASPRERRY - ORANGE - LIME 
No suger to ald! 
Sucary!-Sweetened 
All you add is water! 


specifically for New York hotel 
guests will be inaugurated here in 
September by the Hotel TV Broad- 
casting Corp. 

To be televised on film via the 
closed-circuit facilities of hotels 
equipped with tv master systems 
and receivers, the service will be 
designed to give visitors to the city 
helpful information about places to 
visit, sights to see and things to do 
in Manhattan. 

The new company is headed by 
| Will Baltin, who recently resigned 

from International Telemeter Corp. 
/An affiliate of the Magnetics Corp. 
|of America, Hotel TV Broadcasting 

: Corp. will operate in association 

|with Wells Closed Circuit Televi- 
jsion, an affiliate of Wells Televi- 

i | sion, one of the largest operators of 
«| master tv systems and receivers in 

hotels. 
Mr. Baltin said the in-hotel pro- 
| gramming service will be started in 

& | two hotels. He added that four New 

|York hotels are bidding for the 


of television service programmed | 


|= Several film shorts will run con- 
}/tinuously from 9 a.m. to 11 p.m., 


a them: 
*|—What to Do,” a half-hour film 


PRESTO IT’S DONE—Pillsbury Mills is 
running half-page color vertical 
ads in comics pages of Florida 
newspapers to promote Presto, a 
new soft drink mizx it is testing. 
Pillsbury also is using tv. 


Pillsbury Tests New 
Soft Drink Mix in 
Two Florida Cities 


Tampa, July 17—Pillsbury Mills 
Inc. is test marketing Presto, a new 
soft drink mix, in this market and 
in nearby St. Petersburg. 

The new liquid mix is sweetened 
with Sucaryl and comes in 4-oz. 
bottles. The five flavors are grape, 
cherry, raspberry, orange and lime. 
One ounce with water added makes 
a quart. The product is being dis- 
tributed in the Winn-Dixie grocery 
chain. 

Advertising to back the test in- 
cludes sponsorship of a filmed 
show for children on a tv station 
here, and half-page vertical r.o.p. 
color ads in the daily comics pages 
of local and St. Petersburg news- 
papers. Campbell-Mithun, Minnea- 
polis, is the agency. 

Similar tests for Presto were 
held in Chicago last summer, with- 
out the benefit of advertising. 

The mix is owned and produced 
by the Presto Beverage Co., New 
York, with Pillsbury having an 
agreement to test market it. This 
is the first time that Pillsbury has 
entered the beverage field. 


EDT, seven days a week. Among 
“What to See—Where to Go 


en the city; the “Movie Playbill,” 
featuring scenes from current mo- 
tion pictures in the downtown area; 
the “Legitimate Stage Playbill,” 
with information about and scenes 
from the stage plays that are cur- 
rent; “Sports in New York This 
Week,” “Dining and Dancing in 
Manhattan” and “Fashions on Pa- 
rade.” All will seek to combine in- 
formation with entertainment. 

There will be a log on the set to 
guide visitors in their hotel view- 
ing. All the shows will come in on 
Channel 6, which does not have a 
station on it in New York. Since 
Hotel TV will not broadcast 
through the air, no FCC permission 
is required to use the channel. 

Twenty, 30 and 60-second spots 
will be sold to advertisers between 
the films. Minimum contract will 
be for a spot to be repeated at 
least six times during a day. Mr. 
Baltin said a rate card had not 
been set up yet, but he has already 
had inquiries from interested ad- 
vertisers. 


‘Dennis’ Pushes Pure Gold 

The nationally syndicated comic 
strip, “Dennis the Menace,” will 
be used to promote Pure Gold, 
produced by Mutual Orange Dis- 
tributors, Redlands, Cal., as a 
brand in the packaged fresh or- 
ange field. A complete merchandis- 
ing program will introduce the 
new Dennis brand, according to 
Ed Melia, general sales manager. 
The franchise to use Dennis was 
granted by David L. Stidolph As- 
sociates, Salinas. 


Housewives Dig Those Department Store 
‘Personalities,’ Ad Survey Discovers 


Cricaco, July 18—The Imagist 
school of advertising is moving in 
on the retail end of marketing. 

One of the school’s more prom- 
inent theoreticians, Pierre Martin- 
eau, research director of the Chi- 
cago Tribune, conducted a sortie 
in that direction yesterday at a 
press conference in which he was 
supported by Burleigh B. Gardner, 
head of Social Research Inc. 

Purpose of the meeting was an 
advance interpretation of a Tri- 
bune-sponsored study by Social 
Research of what department store 
newspaper advertising tells Amer- 
ican women about the “personal- 
ities” of the stores. 


® As it turned out, the store ads 
speak volumes, and with such 


universal clarity that everyone 
reads them the same way regard- 
less of distance from or familiarity 
with the stores involved. Among 
the conclusions from the roundup 
of housewifely judgments: 


® The average woman shopper is 
able to tell the character of a store 
just by looking at the advertising. 
From the impression she gets, she 
then decides whether or not she 
“fits into” that particular store. 
Her decision definitely doesn’t re- 
volve Bround price and value. 
® “Every ad is an institutional 
ad,” contributing, intentionally or 
not, to the “personality” the store 
communicates to the public. 
® Store personality is a class uni- 
(Continued on Page 83) 
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FRESH & COOt—Here is the first of 
a series of ads introducing the 
renovated Spud cigarets (AA, 
June 25). Spud advertising begins 
on the West Coast, Hawaii and 
Alaska on July 23. Ogilvy, Benson 
& Mather, New York, is the 
agency. 


Trading Stamps 
Not ‘Economical,’ 
Says Margolius 


New Yorx, July 17—Despite a 
move by some groups in organized 
labor to launch a trading stamp 
plan for union members (AA, July 
16), other groups are openly hos- 
tile to trading stamps and premium 
promotions. 

This was emphasized last week 
by Sidney Margolius, consumer ex- 
pert for the Machinist, official 
publication of the International 
Assn. of Machinists (AFL-CIO), 
Washington, who declares, in the 
July 12 issue: 

“On the whole, 
duction in price would be prefer- 
able and more useful, to industry 
itself as well as consumers, than 
premiums and trading stamps. 

“If you confine your shopping to 
stores that give stamps or prod- 
ucts that have premiums attached,” 
Mr. Margolius says, “you very 
likely will pay more in the long 
run than you gain in premiums. 


s “A survey by this department,” 
he says, “shows that premiums at- 
tached to specialty products such 
as breakfast cereals, waxes and 
toothpastes, are even more likely 
to beguile you into paying a higher 
(Continued on Page 46) 


General Mills Buys 
Junior TV Giveaway 


MINNEAPOLIS, July 18—General 
Mills is going to sponsor a junior 
version of the network television 
quiz shows. 

Called “The Giant Step’—a 
name borrowed from a game fam- 
iliar to most children—the pro- 
gram will start Nov. 7 on the CBS- 
TV network. 

Top prize will be a fully paid 
college education and an educa- 
tional trip around the world after 
graduation. 


= The “giant step” will be the fi- 
nal question in any “safety zone” 
(plateau) where a contestant may, 
by answering the question correct- 
ly, move up to a higher level. 
Questions will get more difficult 
and prizes larger as the contestants 
progress. 

The program will be produced 
live in New York by Louis G. Co- 
wan Inc., who originated the 
“$64,000 Question” and other top 
shows. It is aimed at 7-15 year old 
contestants. 

The show is scheduled over a 
network expected to include 115 
stations on Wednesday nights 


from 7:30 to 8 p.m. (EST). 
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Chanel, Speidel 
Find Teenagers 
Like Them, Too 


New York, July 18—Norman, 
Craig, & Kummel is talking teen- 
age. On behalf of two clients, any- 
way, who are discovering that 
passing through the language bar- 
rier leads to a land where cash 
registers jingle. 

The clients are Chanel, perfume 
and Speidel watch bands. Chanel, 
which has long held a prestige 
spot with “sophisticated mature 
women,” as agency execs phrase it, 
never has tapped the teenage audi- 
ence with any degree of effective- 
ness. 

The usual Chanel copy—the 
name and “The most treasured 
name in perfume,” plus a repro- 
duction of the bottle—appearing in 
the glamor books did little to stir 
teenage interest. Then Norman, 
Craig decided on a monthly sched- 
ule in Seventeen that said, “If the 

citing things of growing up are 
happening to you, you’re ready 
for Chanel.” 


® One insertion showed a boy and 
girl in slickers walking, oblivious- 
ly, in a drizzle. The copy under the 
dominant _ illustration: “When 
you’d rather be we than me... 
you’re ready for Chanel.” Under 


Wher an iteceom todo for wo 


tastes bke victuge chompagne 


=" CHANEL 


the word Chanel appeared the line, 
“The most treasured name in per- 
fume.” 

Another showed a heads-togeth- 
er teenage couple in a restaurant. 
The copy said: “When a pizza pie 


(Continued on Page 30) 
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CEMENT CONCRETE PLANS—Universal Atlas Cement Co., 


bs » 7 = 


New York, in 


a long range program to get its name before the public and to iden- 
tify itself as a subsidiary of U.S. Steel, has embarked on a con- 


sumer ad campaign. The above 


page appears in The Saturday 


Evening Post, July 21, and Time, July 30, with both magazines car- 
rying ads each month for at least the next year. Ads will feature de- 
signs by well known architects, highlighting the use of concrete and 
steel. Batten, Barton, Durstine & Osborn, New York, is the agency. 


Fiction-wise, All Heels Aren’t in the Ad 
Business, Novel on Shoe Industry Indicates 


New York, July 17—It may 
come as something of a relief to 
advertising men who have suf- 
fered from reading novels about 
the vicious practices in their busi- 
ness to discover that (from a nov- 
elist’s viewpoint) things are pretty 
much tke same all over. 

Anyhow, that’s how things are 


lin the shoe business, according to 


“The Spiked Heel,” a new novel 
by Richard Marsten, published by 
Henry Holt & Co. at $3.95. Richard 


|Marsten is a nom de plume, the 
ipublisher says, “of a well-known 
novelist who prefers to remain it 


ancnymous.” 

“The Spiked Heel” is the story 
of what happens to a small, high- 
fashion shoe company after it is 
taken over by Titanic Shoe, a big 
southern corporation. Titanic sends 
up Jefferson McQuade to run its 
acquisition. McQuade looked like 
“a toothpaste ad, and a body- 
building ad, and a well-dressed- 
man ad...as if he’d be equally at 
home with an elephant gun or a 
martini glass in his hands.” 


= McQuade turns out to be sa- 
distic and—ultimately—stupid. His 


cruelty is lovingly sketched in by 


Horatio Alger Formula Helped Build Up 
‘American’ in Its Heyday Under Siddall 


New York, July 17—As the 
American Magazine prepared to 
shuffle off the publishing scene, ef- 
fective with its August issue, the 
attention of the marketing business 
was focussed on some parts of 
American’s incredible history. 

For American was the magazine 
that Success built. And American 
was the publishing home of the 
heirs of Horatio Alger. And Amer- 
ican rose to its peak in the roaring 
20s, and has a remarkable pub- 
lishing history. Usually American 
is said to have been started in Oc- 
tober, 1906, but its roots went back 
to Frank Leslie’s Popular Monthly, 
some 30 years earlier in origin. 

One of the great periods of its 
success was 1915-1923—the period 
in which John M. Siddall was its 
editor. Mr. Siddall, who had been 
an associate editor, took over in 
1915, when the magazine had a 
circulation of less than 500,000; 
when he died in 1923 it was 2,000,- 
000. 


« He established the personal ap- 
proach—instead of writing about 
ideas and people in an abstract, de- 
tached way, he wrote from an in- 


dividual and personal viewpoint. 


He was addicted to the Horatio Al- 
ger formula, and American’s files 
are full of stories of business and 
personal success, gathered direct 
(Continued on Page 82) 


the author, in some of the most un- 
realistic conversation ever repro- 
duced: 

“Do you know how I got to be 
a major in the army? By killing 
more people than anybody else. By 
cracking skulls. I was Steamroller 
McQuade again, only this time we 
weren’t playing a game. I killed 
more goddamn men...’ He stopped. 
‘Do you want the secret, Cara? 
Would you like to know the secret 
of success? I'll tell you. Smile. 
Smile—and crack skulls. Crack 
them, but smile while you’re doing 
..Nobody stops me. Nobody.’” 
After terrorizing the company, 
he decides to shoot the works on a 
single shoe model called, appro- 
priately, Naked Flesh. He tells the 
advertising manager that the shoe 
is to be the biggest in the com- 
pany’s history. 


@ Andy Neggler, the advertising 
manager, tries to tell him the con- 
sumer can’t be predicted. 

“*That’s why we have an Ad- 
vertising Department, Andy,’ Mc- 
Quade said. 

“ ‘Admittedly. But we could ad- 
vertise this thing to hell and back 
and if milady doesn’t want it she 
won’t buy it.’ 

“‘She’ll buy it. It’s our job to 
make her want to buy it...’ 

“Neggler niggled. He said, ‘That’s 
a pretty optimistic viewpoint. 
Naturally, Advertising is here to 
advertise but... you have to real- 
ize we don’t guarantee results.’ 

“*You should,’ McQuade told 


(Continued on Page 87) 


Decree Reduces Philco’s Control 


Over Its Dealers and Distributors 


PuriaDetPuiaA, July 17—Philco 
Corp.’s efforts to curb transship- 
ment of its products from one dis- 
tribufor or dealer to others was 
virtually killed by the company’s 
signing of the consent decree end- 
ing the government’s anti-trust 
suit filed against Philco in Decem- 
ber, 1954 (AA, July 16). 

James M. Skinner Jr., president 
of Philco, said the settlement was 
a “realistic solution.” He then ad- 
mitted the company could no long- 
er curb transshipments. 

However, he went on to state: 
“While the settlement will prevent 
any effort to curb the harmful 
practice of transshipping, that 
practice has become less wide- 
spread in recent years and is not 
the disrupting factor today that it 
was in the summer of 1954, when 
Philco decided to make strenuous 
efforts to stop transshipping.” 


= The action initiated by the gov- 
ernment was designed to knock out 
as illegal existing sales agreements 
between Philco and its 130 dis- 
tributors. The agreements were 
negotiated following the company’s 
annual meeting in New York that 
year. 

In alleging violation of the 
Sherman Act, the government in- 
sisted that Philco sold its products 
to the distributors under contracts 
that required the distributors not 
to ship to dealers located beyond 
their fixed territories. 

In addition, the suit charged 
Philco reserved the right to pur- 


Canada Will Have 
Color TV Next Year, 
Official Reveals 


Ortawa, Ont., July 17—The 
Canadian Broadcasting Corp. ex- 
pects to move into the color tv 
field next year—after the U.S. has 
broken the financial back of color 
tv development. 

A high-ranking CBC executive 
told AA that conversion to color 
should start in 1957, “because we 
think the Americans will be off 
the ground with color” by that 
time. It was the first time a firm 
date for conversion had ever been 
mentioned here. 

The CBC has some $500,000 
budgeted for the conversion of 
some transmitters but the corpor- 
ation has been satisfied to sit back 
and let RCA and NBC work out the 
financial and technical bugs and 
shortcuts before moving ahead. 

“Television development is a 
fantastically costly operation,” said 
the CBC executive, who refused to 
be identified. “As we did with 
black and white, we’re waiting for 

(Continued on Page 87) 
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chase any of its name products sold — 


by the distributor outside his ter- 
ritory at the distributor’s discount. 


® Another charge was violation 
of the Clayton Act, in which 
Philco allegedly demanded that 
distributors could not handle any 
competitive products. 

The consent agreements, signed 
in U.S. district court here, did not 
require Philco to admit any wrong- 
doing. But the company is en- 
joined from buying any Philco 
products for the account of any 
distributor or dealer, except at 
their request. . 

Philco also is enjoined from pre- 
venting distributors or dealers 
from selling products other than 
Philco, also from limiting or re- 
stricting the persons to whom a 
distributor or dealer may sell 
Philco products. | 


@ The agreement also restricts tie- 
in sales under the old Philco dis- 
tributor-dealer franchise system. 
This plan permitted Philco to re- 
quire appliance distributors and 
their dealers to accept other mer- 
chandise than that ordered by 
them. 


Philco also cannot cancel’ any 


contract with a distributor or deal- 


er which might violate the consent 
agreements, and the company must 
mail copies of the decree to all dis- 
tributors within $0 days. 

Philco, on the other hand, con- 
tinues to reserve the right to 
select its distributors and dealers 
and to establish geographic areas 
in which they have primary re- 
sponsibility. The company is per- 
mitted to cancel franchises of 


those distributors and dealers who — 


do not maintain a satisfactory sales 
volume. 


Chrysler Names 11 
to Executive Posts 


Detrorr, July 17—A step de- 
signed to bring about “more 
decentralized administration oi 
operations” has been taken by 
Chrysier Corp. with the appoint- 
ment of 11 executives to new man- 
agement posts. 

E. C. Row, formerly president of 
Chrysler Corp. of Canada and the 
compan y’s 
export division, 
Was named to 
the new position 
of administra- 
tive vp, directly 
under L. L. Col- 
bert, Chrysler 
president. Suc- 
ceeding Mr. Row 
are two men: 
Ron W. Todg- 
ham, previously 
exec vp of 
Chrysler Corp. of Canada, as pres- 
ident of the Canadian company, 
and Nicholas Kelly Jr., formerly 
vp in charge of dealer relations, as 
president of the export division. 


® Charles L. Jacobson, a vp, be- 
comes vp of dealer relations. Wil- 
liam C. Newberg, president of the 
Dodge division, was named to the 
new post of automotive group vp, 
succeeded as Dodge president by 
M. C. Patterson, formerly Dodge 
vp in charge of manufacturing. 

Two Chrysler sales executives 
named to new assignments are 
William J. Bird, vp in charge of 
sales for the Plymouth division 
since 1954, who has been named to 
Mr. Newberg’s staff, and Jack W. 
Mimor, formerly general sales 
manager of Dodge passenger cars 
and trucks, who succeeds Mr. Bird 
as vp of Plymovth sales. 

Chrysler also made three execu- 
tive appointments in manufactur- 


E. C. Row 


ing and purchasing areas. 
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Curtiss Aid to 
Studebaker Due 
Within a Month 


Cuicaco, July 20—Some kind of 
finance arrangement between Cur- 
tiss-Wright and Studebaker-Pack- 
ard, which will give the latter an- 
other shot at the auto business, will 
definitely be put together within 
a month, AA learned today. 

The details are far from set, but 
here are some of the key elements 
in whatever deal is finally worked 
out: 


e There will be no direct merger 
immediately, for the reason that 
Studebaker-Packard is not in a 
sound enough financial pvusition to 
make a merger attractive to Cur- 
tiss-Wright shareholders. How- 
ever, the whole deal still is based 
upon an eventual merger if and 


when the auto company gets back 
on its feet. 

e Studebaker-Packard will contin- 
ue as an auto maker, with Curtiss- 
Wright lining up new financing 
for it, and also, it is said, an im- 
portant new defense contract. 

e James J. Nance, Studebaker- 
Packard president, will resign “at 
his own request” as soon as the fi- 
nance arrangements are completed. 


e Especially on the Packard line 
of cars, the new deal is expected 
to mean a marketing “reassess- 
ment.” The Studebaker division is 
now getting ready to introduce its 
1957 models. At Packard, however, 
AA was told there has been a delay 
in retooling while the company de- 
cides whether to do a “face-lift” 
or bring out a really new model. 


# In and around these elements 
are a host of other notions for 
beefing up Studebaker-Packard 
which may or may not work out. 
The salient feature, though, was 
the “aid” arrangement: 


but would not risk the total in- 
volvement of a merger. 

As to Mr. Nance’s future plans, 
AA was told that he would “take a 
rest” and consider other job possi- 
bilities. 

Also on the side, it 
was revealed that Patrick Mona- 
ghan, public relations director of 
Studebaker-Packard, will leave the 
company to set up his own pr con- 
sulting firm in New York. Mr. 
Monaghan has been closely associ- 
ated with Mr. Nance since the 
*40s, when the latter was president 
of Hotpoint Co. 


® As for advertising, for several 
months now Studebaker-Packard 
has been cutting back, and it will 
continue to hold down the ad op- 
eration until, as one official said, 
“we develop a little more visibility 
in the company.” 

The same official, however, saw 
no reason for a change in adver- 
tising agencies. Both Benton & 
Bowles (Studebaker) and D’Arcy 


Curtiss- | Advertising (Packard) have been 


Wright would contribute money, | doing all right, he said. 


Quite right, Sir Bruce. It is most extraordinary 
to find one publication achieving such a dom- 
inant position in its field. MEN’S WEAR 
Magazine is recognized today by top retailers, 
leading manufacturers and important mill 
people as the leadership publication of the 
men’s apparel industry. And recognized, too, 
as the choice medium for trade advertising. 


don’t you know 


MEN'S WEAR 


Magazine 


A Fairchild Publication 


7 East 12th Street, New York 3 


Curtis Details 
Its Plans for 
Recapitalization 


PHILADELPHIA, July 20—The 
board of directors of Curtis Pub- 
lishing Co., at a special stockhold- 
ers meeting to be held Sept. 18, 
will call for a complete reorganiza- 
tion and recapitalization designed 
to simplify the company’s capital 
structure and reduce annual divi- 
dend requirements (AA, July 16). 

Here are details of the plan: 

1, Curtis will offer to exchange 
for each share of $4 dividend prior 
preferred stock surrendered for 
cancellation $40 principal amount 
30-year 6% subordinated income 
debentures in the amounts of $200 
and $1,000 (debentures for less 
than $200 face amount will he 
represented by six-year scrip cer- 
tificates), and one share of $1.60 
dividend prior preferred stock. 

2. Also, $25,000,000 of subordi- 
nated income debentures will be 
authorized, of which $24,509,360 
will be issued as 30-year income 
debentures if all shares of $4 divi- 
dend prior preferred stock are ex- 
changed. The remainder not issued 
may be issued later. , 

3. Unless the board prior to 
Sept. 18 shall have issued a call 
for the redemption of the $7 divi- 


dend preferred stock, provision| j 


will be made for an annual sink- 
ing fund for the retirement of this 
stock beginning next year. 

4. The present unallocated stated 
capital of $35,000,000 will be ad- 
justed and allocated to the several 
securities of the company. 

5. If approved, the plan will go 
into effect Oct. 1, 1956. 


® Under the plan, Curtis will con- 
tinue to be authorized to create 
and issue funded debt at any time 
up to, but not exceeding, 20% of 
the combined capital, surplus and 
earned surplus, but will also be 
authorized to create an additional 
$25,000,000 in indebtedness. 

Also, the 77,125 shares of $4 pre- 
ferred and 241 shares of $7 pre- 
ferred stock held by the company 
will be cancelled. The cost of the 
shares, $4,127,674, will be charged 
to the earned surplus account. 

The board points out to stock- 
holders that since the 1940 recap- 


Advertising Age, July 23, 1956 


italization plan the financial po- 
sition of Curtis has steadily 
improved. Further progress was 
made by the purchase of 77,125 
shares of $4 preferred stock at 
$53.16 per share totaling $4,100,226. 
Under present income tax laws, 
the proposed plan will afford sub- 
stantial tax savings, thus giving 
the company better opportunity to 
retire senior securities through 
redemption, open market pur- 
chases or tender programs. 


s The existing annual dividend 
requirement for Curtis is $2,450,- 
936 on the 612,734 shares of $4 
preferred, and $226,226 on 32,318 
shares of $7 preferred. About 
$5,000,000 in pre-income-tax earn- 
ings is needed to provide this 
amount. 

If all prior preferred stock were 
exchanged, total requirements for 
interest and dividends of the same 
amount would require about $3,- 
200,000, or $1,800,000 less than the 
present income before taxes. 


Toni Names Hensley Exec VP; 
Promotes Sandler to Ad VP 
Stuart K. Hensley has been 
named exec vp of the Toni divi- 
sion of Gillette Co., Chicago. Mr. 
Hensley moves to the new post 


Stuart K. Hensley Martin Sandler 


from a position as vp in charge of 
advertising and brand promotion. 
He has been with Toni since 1946. 

At the same time, Martin N. 
Sandler has been named vp in 
charge of advertising and brand 
promotion, succeeding Mr. Hens- 
ley. Mr. Sandler has been a vp of 
Toni for the past eight years and 
treasurer since 1946. He moved 
into advertising a year ago. 


Ralston Purina Elects Rowland 

Ralston Purina Co., St. Louis, 
has elected Raymond E. Rowland 
president of the company, suc- 
ceeding Donald Danforth, who con- 
tinues as chairman of the board. 
Mr. Rowland formerly was vp in 
charge of production and manufac- 
turing. 


You catch more eyes...for less... 


with SCOTCHLITE! 


REFLECTIVE SHEETING 


Fastest 7 reach a customer's stomach is through his eyes! 
Signs of SCOTCHLITE Sheeting give you a low, low cost-per- 
thousand—and high, high readership! Get the greatest mileage 
out of your advertising dollar with the salesmen that never stop 
selling, night or day—Brilliant, colorful signs of SCOTCHLITE 
Reflective Sheeting. For a free demonstration, write Minnesota 


Mining & Mfg. Company, Dept. AA-7236, St. Paul 6, Minnesota. 


“SCOTCHUTE™ Reflective Sheeting is a registered trademark of Minnesota Mining & Mfg. Co. Si 
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= i ae Lae oe es See ee Mig 
Join the switch to WINSTON »- 44 
and enjoy filter smoking! 
@ If you haven't tried Winstons yet, you have a most = 
pleasant surprise in store. This filter cigarette tastes ae 
good — like a cigarette should! No wonder Winston is 5 
now one of the most popular cigarettes in America. ¥ 
Winston brings you full, rich, tobacco flavor. What's : 
more, the exclusive Winston Gilter works so well the amet : 
flavor really gets through to you. Try Winston! ny 
aC. 
Smoke WINSTON the filter cigarette America enioys most of all! . 
STARCH READERSHIP SCORES ge 
Noted Seen-Associated Read Most i 
Women 43 41 8 aay 
Men 53 oa 51 10 eth 


Nearly five million people remembered seeing this ad, according to the con- 
tinuing Starch readership survey of TV GUIDE. 


Of course, advertising readership depends on editorial readership. And from i 
cover to cover... TV GUIDE is one of America’s best read magazines. Here's why: > 
@ Local Program Sections are read and referred to every day, every 

time TV is watched or thought about at home. 


@ Articles of broad interest to TV viewers... colorful picture spreads, fil 
authoritative news stories...maintain readership at highest levels. : 


© TV GUIDE provides more information, comment and entertaining fea- a 
tures about America’s favorite pastime-than any other source. : 


Weekly Circulation 4,000,000 - America’s Television Magazine... 


National Advertising Office: 400 N. Broad St., Phila. 1, Pa., Phone: Rittenhouse 6-1600 . . . Advertising 
Offices in 30 cities including: New York, 10 Rockefeller Plaza, JUdson 6-4300 . .. Chicago, 6 N. Michigan 
Ave., RAndolph 6-9470 . . . Los Angeles, 6277 Selma Ave., HOllywood 5-2103. 
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i ‘Packer’ Names Stice, 2 Others| 
William N. Stice, who formerly 
represented The Packer in St. 
Louis and surrounding area, has 
been named special midwestern 
national advertising representative 


iy and will join The Packer’s staff in 

Chicago, to cover Illinois, Wiscon- 
oe sin, Michigan, Ohio, Indiana and 
: Kentucky and St. Louis. Mr. Stice| 


is succeeded in the St. Louis terri-| 
tory by Britt Jenkins, who for-| im 
merly covered Kentucky, Ohio, In- | 

diana and West Virginia. Harold) § 
Mueller, with The Packer since! 
January, has been appointed to the} 


where your dollars 
— buy the most 


; moves Three rich West Bay counties— |; Angeles staff as a field repre- 
ee i oe eo Pe eg psorad far tam oh ca ce 0 San Francisco, San Mateo and | sentative. |BRUCE G. OVERBEY has been named 
(both retail and general) than any other San Francisco daily Marin—make up the compact, Frye & Smith Naz Olticers mmeenigg icity Pcgrn <4 be 
newspaper. profitable TARGET MARKET. — evrotet, gne 
eg H. laeeoa thie bene All-American Soap Box Derby. He 
The most for money where it counts the most. . . Vp oe pee eee "| will succeed W. J. King, who is 
ptt f your box eae a elected president and general man being edvenced to enother aig 


ager of Frye & Smith, San Diego 
lithographer. He succeeds Donald 
B. Smith, son of one of the origi- 


CALL-BULLETIN ne Senaecs, whe ben steers 


SAN FRANCISCO | 


ment effective Aug. 12. Mr. Over- 
bey returns to Chevrolet after 
three and a half years with Gen- 
eral Motors Parade of Progress, 


peisitadiien 2. ee 


sold to five key employes. most pe as director. 


Legal and Creative 
Minds Should Meet, 
Ellington Argues 


New York, July 18—Handling 
legal problems in advertising agen- 
cies “is pretty much an uncharted 
and undocumented procedure,” ac- 
cording to Jesse Ellington, board 
chairman of Ellington & Co. 

Mr. Ellington, who spoke today 
at the annual summer session of 
the Practicing Law Institute, added 
however that agencies are exposed 
to “multiplying” legal problems 
which are “complicating” the busi- 
ness, “I don’t think we could oper- 
ate without a lot of good legal help 
and counsel,” he said. 

He added that, at his agency, 
PRIVATE * ; p “we depend heavily on lawyers, 

sam ‘ both our own and those of our 
clients. We retain two very good 
ones ourselves, one on general law ; 
and the other a specialist on thea- y 
trical and television law.” 


2 RR Er eee 


Set ae on ee 


ee 


@ The agency boss called for : 
strengthening and improving the 
working relationship between the ' 
advertiser’s legai depariment and 
the agency’s creative sta/f. 

“In arriving at a meeting of 
minds between the legal point of F 
view and the creative point of view q 
-——and I think this is vitally im- 
portant to a good job of advertis- 
ing—we must of necessity start 
with the premise that lawyers talk 
one language and copywriters a 
different kind,” he said. 

“Legal language, of course, has 
to be exact, almost mathematical 
in concept. For the most part, it 
doesn’t have to be persuasive or 
even interesting, and to the lay 
mind most of it isn’t. Advertising 
language, by contrast, and by its 
very purpose often deals in puf- 
fery, whimsy, humor, romance 
and sometimes in pretty much pure 
blue sky—or so it must seem to the 
legally trained mind... 


s “Now, actually, the legal point 


Pee Sar As Ze yWynan ra of view toward copy and the 
° creative advertising view toward 


copy have much in the way of com- 


ater 
Frustrated, frightened, socially insecure, this man bought a Carrier Room Theale paid Racine cleeiie: 
7 Air Conditioner. ing copy that is legally safe and 
: , commercially effective. The objec- 
He’s still frustrated, frightened, socially insecure. But boy, is his tive a Lowy men, ~ oye .. to _ 
A ; something, success and profit- 
: bedroom nice and cool! ably and soundly. “The paced. oe of 
* He's telling the world about it, in this cool campaign for Carrier admpiiinuaoe | 
Corporation, our client since 1945. Reports suggest some readers are still tive end is the key to the matter,” | 
Be smiling when they come into their dealer’s showroom. Serica aie 
Meanwhile, other national advertising spells out in detail the many Wallace Publishing Boosts 2 
a ) ‘ ‘ hee and Charles F. Shewell and Bru 
s reasons Carrier air conditioning serves more people more purposes Suiveriend bane tdan ready jae 


ing Co., Montreal. Mr. Shewell is 
; manager of the company’s Tor- 
N. W. AVER & SON, INC. onto office, and Mr. Sutherland is 
director of sales. 


than any other make. and directors of Wallace Publish- 
Philadelphia, New York, Chicago, Detroit, San Francisco, Hollywood, Boston, Honolulu 
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W. L. MORRISETTE, Jr. 
Vice-President—Traffic and Sales 
Eastern Air Lines, Inc. 


Sees, 


| The Vice-President 
| in charge of Sales Knows... 


“WHY EASTERN’S SALES IN LOUISVILLE 2 


HAVE INCREASED 375% SINCE 1946!” . 
0 & 
“To illustrate the vitality of the Louisville area and its re- “To pace the dynamic surge of this great and growing 
sponsiveness to aggressive advertising and promotion, we industrial city, Eastern operates 44 daily schedules linking 
are now carrying 10,000 passengers a week to and from _ Louisville with every key center of industry and population : 
Louisville—or five times the number we carried ten years _ in the eastern half of the United States. Our new non-stop 
ago. Our air transportation facilities have increased by 539%, service to New York further demonstrates our faith in Louis- 
and our traffic by 375% during that same period. ville’s future growth and prosperity.” + 
Last year Eastern helped boost its business in Lovis- : 
ville by using 57,300 lines of advertising in The , 
Courier-Journal and Louisville Times . . . newspapers ., 
which invariably rank at or near the top in every 
quality survey of American newspapers. = 
< Ce rp Eastern Flew 433,059 Passengers In and Out of Ne 
‘ ee ee Louisville Last Year, Representing a 19% Increase : 
> Fins 1 ee. ee over 1954. Air Freight and Air Express Gained 63% } 
FRE LO Jat 


; he" z 392,500 DAILY Lom et? 


(i a : ; > a se ORGS ie =: 
F . “ i, Ul oe 
' ‘ 
(fis — ‘inl a 
RS = ~ - =f 
be an : i. ; 
> a sf - 
__ “ ay - ‘ * 
2 § ; os ca ve aig ; 
a lll 
: ; ey Oreeea ees . =a a é. 
Mer Rg ae ae a yet is8 — hee F om a al % 4 : 
; F . oe . ae : és on vce haa * 2 
: 5 — | ee ed 3 : S 
> e > i ; Ba : 
ey » Ps, a Jy ‘ 
s % . Aare 3 aa ~ 
. a Bi,» i  - ee “ . ne 
+ “= am @ Ps * i a ¥ 
. . 
Beg ; es oie ‘x 
ah < aie kay a 
BS. 4 wa on = j “ 
: a OS 
4 ay ‘s a “4 q ae ee a a 
2 *S : ee re 
fe Bs as wae See : 
ee Be iy neg, aes 8 ae K 
. . 4 4 ‘i i 4 RS 5, hve 
7m a : ; oo. ae : 
' a A es . > at ee : 
: ey eye :  .- e ‘ -y 
! aa 2 Ee ‘ ‘oe ae ‘ B 
— as Pe oe 
é q ae ieee < ae a ea . 
4 é Bee jane eee s 
(ea a a ; ee Bo 7, 
_— se ign 2 - ie a a ae 
a a i. 4 | 
4 a Seas a 7 i : 
- —— ane Be ec ca a a : 
re . : 
N 
mie 
: - 
; 
‘ <. 
i 
é 
i a 
: . Ee 
; 
cf 
y 
j 
} 
| 
i ; 
? ' q * 7 r ; % oe Be 
| AGH 8=6* B41 GOS7 FONoAY 2 o 
Z i age BS 4 ia Fear} i ; ; = f x 4 4 1, 7 ot 5 —% 7h 


‘Post’ Troubles 
Stir Up Legal 
Dust in Boston 


Boston, July 19—The Boston 
Post, which may (or may not) be 
sold, was the pivot point of some 
more legal maneuvering this week. 

In federal court, the Pennsylva- 

. Nia law firm of Farsh, McCormick, 
Muir & Lynn won a temporary re- 
straining order which enjoins the 
Post Publishing Co. from selling 
any of its property until further 
notice. The law firm said it got a 
$12,404 judgment against John 
Fox, publisher of the Post, and that 
he hasn’t paid up. 

The same court also issued 
another restraining order. This 
one temporarily barred the Second 
Bank-State Street Trust Co. from 
delivering any corporate shares of 
Post stock to Mr. Fox. 


® Meanwhile, in Suffolk superior 
court, Mr. Fox filed a bill in equity 
which aimed at restraining the Sec- 
ond Bank from selling stock in the 
newspaper which it holds under an 
escrow agreement dated June 17, 
1952, when Mr. Fox bought the 
Post from Helen D. Grozier. 

Superior court is also now con- 
sidering another bill in equity, this 
one filed by Mrs. Grozier, which 
asks that the bank be enjoined un- 
til July 25 from disposing of the 
stock. 

The upshot yesterday was that 
all eoncerned agreed to a six-day 


$4,000,000, More or Less 

Boston, July 19—John Fox, 
publisher of the Boston Post, who 
stated this week he acquired the 
newspaper for a purchase price of 
$4,000,000, once testified he didn’t 
know the exact price he paid for 
the daily. 

At an FCC hearing in Washing- 
ton in December, 1954, when he 
was seeking a television license, 
he said the purchase price was 
“an unascertained final amount. 
Perhaps it may be as little as 
$2,600,000 and as much as $3,250,- 
000.” 

The contract, it developed, was 
for a $4.000,000 payment, less the 
losses of the Post from Jan. 1, 
1952, to the date Mr. Fox took 
over. 

A Boston lawyer, also concerned 
with negotiating the transfer of 
the Post to Mr. Fox, told the FCC 
that he could not name the price 
agreed upon. “I am unable to do 
other than describe the formula 
by which the purchase price was 
to be arrived at,” he told the com- 
mittee, “and that is all contained 
in the contract.” 


truce, entering stipulations provid- 
ing that no will take any action at 
all before Wednesday, July 25. 
“In effect,” said today’s issue of 
the Post, “the new agreement pro- 
vides that the status quo of nego- 
tiation is to be preserved until af- 
ter the ‘scheduled hearing on the 
merits of the case [filed by Mr. 


Fox] in Suffolk court on Tuesday.” | 


® The same paper said the Grozier 
estate wants to sell the stock now 
held in escrow, said to amount to 
$2,015,000, to satisfy a claim that 
Mr. Fox is in default more than 
$1,200,000. 

Mr. Fox replied that he agreed 
to pay $4,000,000 for the Post, less 
certain deductions, after seeing a 
balance sheet showing the Post’s 
financial condition on Dec. 31, 
1951. He claims the balance sheet 
did not show liabilities totaling 
$670,000. 

Mr. Fox adds that he has paid 
the Grozier estate $2,365,000 for 
the paper. Together with the sum 
of $2,015,000 in stock held in es- 


DO SOMETHING—Charlene Beck and a cherry pie emphasize the ap- 


peal of the slogan “Don’t just stand there . . 


. have some cherry 


pie.” The National Red Cherry Institute, Chicago, is using the slo- 

gan in “Cherry Pie Time” point of purchase material—part of its 

nationwide advertising and publicity program which kicks off in 
August. Western Advertising Agency, Chicago, is the agency. 


crow, said Mr. Fox, he has over- 
paid Mrs. Grozier by $350,000. 
Mr. Fox announced on July 7 
that he had given an option to buy 
the Post to John S. Bottomly, local 
attorney. Mr. Bottomly has till 
next week to exercise the option. 


® However, an advertisement by 
Lamont Co., brokerage house, in- 
dicated that the Post Publishing 
Co. plans a $4,000,000 finance op- 
eration aimed at keeping the paper 
going, whether Mr. Bottomly uses 
his option or not. 

The ad (in the Post) said: 
“Thousands of people who have in 
so many ways expressed their hope 
that the Boston Post will continue 
to be published will be glad of the 
opportunity to invest in its three- 
year notes which it is our intention 
to qualify under the law of Massa- 
chusetts for sale to residents of 
Massachusetts.” 

Security backing the $4,000,000 
in notes, the ad said, will be a first 
mortgage on oil and gas leaseholds 
in Pennsylvania. These will be 
transferred by Mr. Fox to the Post 
Publishing Co. 

“By July 31, 1956,” the Lamont 
ad went on, “one of two things 
must happen. Either the option 
will be exercised [by Mr. Bottom- 
ly] in which case the future of the 
Boston Post will be assured; or, it 
will not, in which case the future 
of the Boston Post will still be as- 
sured... because of the proposed 
sales of the notes outlined” in the 
ad. 


York Corp. Names Owens, 
Farrell to Ad. Sales Posts 

York Corp., York, Pa., a Borg- 
Warner subsidiary, has appointed 
Todd L. Owens manager of adver- 
tising: and sales promotion of the 
commercial division and James M. 
Farrell sales manager of room air 
conditioners in the division. 

Both formerly with the Crosley 
& Bendix home appliances divi- 
sions of Avco Mfg. Corp.,’ Mr. 


Todd L. Owens James M. Farrell 


Owens was creative advertising 
manager for Crosley and Bendix 
prodticts, and Mr. Farrell was 
merchandising manager of all 
Crosley lines. York recently moved 
its commercial division ad account 
from Brooke, Smith, French & 
Dorrance to Arthur Grossman Ad- 
vertising, Chicago (AA, July 9). 


Chicago Bank Runs 
Ad Drive to Restore 
Public's Confidence 


Cuicaco, July 19— The South- 
moor Bank & Trust Co., a neigh- 
borhood bank that is involved in 
the biggest statewide scanda] in 
years, is conducting a special ad- 
vertising campaign to assure de- 
positors and customers that the 
bank is in sound financial con- 
dition and that all deposits are 
insured. . 

A total of 21 improperly issued 
and falsely endorsed state checks, 
running into hundreds of thou- 
sands of dollars, were cashed at 
‘the Southmoor Bank by aides of 
Orville E. Hodge, state auditor, 
who has admitted irregularities 
in his office and has resigned. 

The checks were ordered cashed 
by Edward A. Hintz, former pres- 
ident of the bank, who resigned 
last week. Mr. Hintz and Mr. 
Hodge are good friends. Mr. Hintz 
has admitted ordering the checks 
cashed, but denied knowing that 
they were faulty. 


@ The bank is running 800-line 
ads in the four daily newspapers, 
plus similar-size ads in six for- 
eign language newspapers. The 
bank also is using its morning 
radio newscast program on Sta- 
tion WIND. A direct mail piece— 
a letter from the new head of the 
bank—has been mailed to 20,000 
depositors. The ads were placed by 
Thore Co., the bank’s agency for 
the past six years. 

Meyer E. Weinshank, president 
of the agency, told ADVERTISING 
Ace that the special ad campaign 
was authorized by C. T. Ireland, 
exec vp of the bank, and by 
Southmoor’s board of directors. 
Mr. Weinshank said the campaign 
may continue indefinitely, de- 
pending upon developments in the 
case 


“There is no limit on how much 
can be invested for advertising to 
restore the public’s confidence in 
the bank,” Mr. Weinshank said. 
The bank usually budgets about 
$20.000 yearly for advertising, he 
said. 


s The printed media ads feature 
a letter to depositors from Mr. 
Ireland. The copy points out that 
the bank is in healthy financial 
shape, that all deposits are insured 
up to $10,000, and that the bank 
carries $1,250,000 in insurance as 
protection against any losses re- 
sulting from fraud on checks 
cleared through the bank. 

The copy also points out that 
Mr. Ireland was with the Federal 
Deposit Insurance Corp. for 23 
years, before taking over last 
week at Southmoor from Mr. 
Hintz. 


Postal Hike Backers 
Step Up Efforts as 


Adjournment Nears 


WasHINGTON, Jtily 20—Support- 
ers of the administration’s $430,- 
000,000 postal rate increase bill 
waged a desperate battle this 
week in an effort to jar the bill 
out of the Senate post office com- 
mittee in time for a showdown 
vote before adjournment. 

More than 100 mail users want 
to testify against the bill, partic- 
ularly the part dealing with the 
120% increase on advertising por- 
tions of newspapers and maga- 
zines. Through Friday, only a doz- 
en had been heard. _ 

As word spread that Congress is 
likely to adjourn next Wednesday 
or Thursday, chances of getting 
the bill to the Senate floor seemed 
slim, barring an about face by 
those committee members who 
have demanded full hearings. 

Yesterday Sen. A. S. (Mike) 
Monroney (D., Okla.) complained 
that the committee might as well 
announce that the bill is dead, un- 
less it can find a way to speed up 
its procedures. 

Noting that the Senate will not 
allow the committee to meet be- 
yond noon, Sen. Monroney pro- 
posed the committee start its hear- 
ings at 8 a.m., instead of the custo- 
mary 10 a.m. “I don’t think it is 
right,” he said, “that a bill which 
has been passed by the House and 
is an important item in the Presi- 
dent’s program be smothered in 
this subcommittee. The Senate 
must be given an opportunity to 
vote this up or down.” 


= Spokesmen for smaller maga- 
zines, who were among the few 
who were able to complete their 
testimony Thursday, warned that 
the 120% increase in rates on ad- 
vertising portions of publications 
would destroy small publications, 
“make big business bigger” and 
“further centralize bigness in the 
publishing industry.” 

As spokesman for the group, 
Albert C. Kalmbach, president, 
Kalmbach Publishing Co., said 
most publications would agree to 
a series of three 10% annual in- 
creases similar to the set provided 
in the 1951 rate bill. 

But he expressed fear that ap- 
proval of such increases in a 
Senate bill might be compromised 
in conference, and result in more 
substantial increases which small 
publications could not stand. 

“In the face of such danger,” he 
said, “we might prefer that you 
leave the bill as it is, and include 
a provision retaining existing rates 
on the first 75,000 subscriptions.” 


® Postmaster General Arthur 
Summerfield, during his appear- 
ance before the Senate committee 
Tuesday, indicated support for 
the higher rates inserted in the 
bill by the House post office com- 
mittee. He said the department 
limited its second-class rate pro- 
posals to two 15% increases be- 
cause it felt that was all Congress 
would grant. 

Under questioning by Sen. Olin 
Johnston (D., S.C.), the com- 
mittee chairman, he said the de- 
partment was happy to have the 
higher rates if that was Congress’ 
wish. But today, in an effort to 
shake the bill out of committee, he 
announced he is prepared to settle 
for the two 15% increases pro- 
vided in the original bill. 


= During questioning yesterday of 
John Gorden of Progressive Farm- 
er, Sen. Monroney complained 
that low second-class rates rep- 
resent a subsidy for “Madison 
Avenue.” When he suggested that 
publishers meet higher postal costs 


that farm papers would lose ad- 
v 


ertising. 
“Then Madison avenue is not 
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very smart,” the senator said. 
“There are a lot of people they 
can’t reach any way except 
‘through farm magazines.” 
{ 
. Before the hearing suspended 
Thursday, Sen. .Monroney read 
reports of substantial rate in- 
creases by leading magazines. He 
commented that publishers seem 
able to raise rates to cover other 
cost increases, but they expect the 
government to freeze its prices 
for delivering their magazines. 
He read into the record a state- 
ment in “Magazine Industry 
Newsletter” telling publishers, 
“You can play an important part 
in blocking the postal bill from 
being taken to the floor this ses- 
sion.” The article pointed out 
that the 120% second-class rate 
increase was inserted in the bill 
after testimony was completed in 
the House committee and that no 
testimony on the effect of this 
hike was in the record of any 
committee. 


PROVISO CUTS RATE 
ON CONTROLLED MAGS 

WasHIncTon, July 19—Senate 
postal committee members said to- 
day they are surprised to find that 
the big postal rate bill pending 
before their committee includes a 
provision reducing the rate on one 
class of mail—controlled circula- 
tion business publications. 

A section of the bill inserted by 
the House post office committee 
fixes the rate on these publications 
at 10¢ a pound. Currently the rate 
is 16¢ a pound for publications up 
to 8 oz. and 11¢ on those weighing 
more. 

Under questioning by Sen. Kerr 
Scott (D., N. C.) Postmaster Gen- 
eral Arthur Summerfield said the 
department favored a uniform rate 
for controlled circulation publica- 
tions, but hoped it would be 1l¢ a 
pound. The 10¢ rate would cut rev- 
enues for this class of mail by 
$300,000, while the 11¢ rate would 
increase revenues by $500,000. 

Committee Counsel William 
Brawley summarized the discus- 
sion by observing, “If the rate is 
fixed at 11¢ the uniform rate would 
be desirable, would it not?” Mr. 
Summerfield said, “Very much so.” 


Two Radio-TV Execs 
Head Group That 
Buys Detroit Tigers 


Detroit, July 17—Two radio and 
television chain owners headed the 
ll-man syndicate that purchased 
the Detroit Tigers major league 
baseball team and Briggs Stadium 
yesterday for $5,500,000. 

Leaders of the syndicate that 
submitted the top bid to buy the 
Tigers from the estate of the late 
Walter O. (Spike) Briggs Sr. are 
John E. Fetzer, 55, owner of the 
Fetzer Broadcasting Co., and Fred 
Knorr, 42, who owns the Knorr 
Broadcasting Corp. 

The Tigers’ sale price is a rec- 
ord financial high in baseball 
transactions. The largest previous 
price was the $4,550,000 that An- 
heuser-Busch Inc. paid for the St. 
Louis Cardinals in 1953. 


Fetzer’s company owns 
WKZO-AM & TV, Kalamazoo; 
KOLN-TV, Lincoln, Neb.; WJEF- 
AM & FM, Grand Rapids, and 
WMBD-AM & FM, Peoria. He will 
be chairman of the board of direc- 
tors when the new organization as- 
sumes control Oct. 1. 

Mr. Knorr’s company owns four 
Michigan radio stations—WKMH- 
AM & FM, Detroit; WKMF, Flint; 
WSAM, Saginaw, and WKHM, 
Jackson. He will be the new presi- 
dent of the Tigers. 

The actual cash offer was $4,- 
600,000, with the remaining $900,- 
000 to be in 4% interest bearing 
notes payable within five years. A 
number of other syndicates bid on 
‘the Tigers and the stadium. 
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WE GUARANTEE 


100% shopper audience 


(people in the act of buying your products!) — =f 


... No waste circulation! : 


Every copy of Everywoman’s goes directly into the hands of a 
shopper ...a woman buying for a home! 

You have no waste circulation to pay for in Everywonian’s as 
you do in the “all-purpose” media. The customer buys this maga- 
zine right at your biggest point of sale—the supermarket — and 
she buys it on the way home to her kitchen where she uses it to 
help her plan next week’s shopping! ee 

What supermarkets? é 

The chains that distribute Everywoman’s account for better than 
25% of the food chain business in the U.S. Already they dominate 
such markets as Detroit, Cleveland, Los Angeles, Seattle, Dallas, 
Chicago, St. Louis, Fort Worth, Atlanta, Indianapolis, and Miami. 

Now add this bonus... 

According to the most recent Starch Consumer Magazine Report, 
66% of Everywoman’s households do not receive any of the four 
leading subscription-type women’s magazines. 

Many advertisers have already strengthened their sales position 
by making proper use of Everywoman’s. Let us show you. how you Se: 
can too! Everywoman’s Magazine, 16 East 40th St., New York; * 
35 East Wacker Drive, Chicago; Whaley-Simpson Co., 55 New + 
Montgomery St., San Francisco; Whaley-Simpson Co., 6608 Selma 
Ave., Los Angeles; W. H. Austin & Co., 18 Toronto St., Toronto. 


EDITOR‘’S NOTE: We hope you challenge our statement ... because we'd 
like to tell you the whole story. It’s an eye-opener. Just cali or write. 


EVERYWOMANS = see | 


ea ‘ 
. gets results in the fastest-growing food chains! 
Almacs, Inc. Steinbers’s Ltd. Inc. v0 Marchand ave Markets, Inc. A. J. Bayless Markets, agg oe 
macs, * . vewa rg 
Beaver Cash Markets Stop & Shop, Inc. Henke & Pillot, Inc. com ouoes Markets ; OW. Maton Pitzsimmons’ Thriftimart Stores 
By Rite Markets, Inc. Super-Valu Stores Hill Grocery Co. (ov. Tr ———_ teres, (O. P. Skaggs Stores) Pood Basket 
Daitch-Shopwell (Kelly Douglas Co.) H. G. Hill Stores Benner Tea Co Milgram Food Stores, Inc. Hagstrom’s Food Stores 
Elm Farm Foods Co. Thorofare Markets, Inc. Hom-Ond Food Stores Daniel Grocer Co. National Tea Company Lucky Stores, Inc. 
Food Fair Stores, Inc. United Public Markets, Inc. Home Owned Black & White J. S. Dillon & Sons Stores, Ine. ph aabrs Super Markets jak oa cag oon 
i Fulton Markets Weis Markets, Inc. Stores, Inc. Eagle- United, _ Rogers Markets, Inc. Fred Meyer, Inc. 
D. Genetti’s Sons, Inc. Western Grocers Liberty Cash Grocers Eberhard Foods, ve Wa Miller’s Super — 
Giant Eagle Supermarkets MeCartt Super Markets Economy Food Centers, Inc. oe y Super Markets, Inc. Oregon Food Sto 
| Gtent Zoos Ghepsing Centers §=§»_ so THEN National Food Stores, Inc. Eisner Grocery Co. —— Sorte mheees’ icity — 
Gristede Brothers, Inc. B & B Cash Grocery Stores Parker's Pood Stores eS Stop & Shop, Inc. Ralphs Grocery Co. 
J. BE. Kelley Food Stores Barrett Piggly Wiggly Stores Piggly Wiggly Charleston The vis sient Oe. (Div. of Colonial Stores) Sage’s Complete Markets 
King Kullen Groc. Co. EB. Biel Grocery Co. Pipkin Wiggly Wiggly Stores As ig Ine. Thriftway Stores, Inc. Shopping Bag Food Stores 
Loblaw Grocetarias Co., Ltd. Brookshire’s Food Stores . Publix Super Markets, Inc. Poodtown Super Markets, United Food Markets Sigman Food Stores 
Loblaw, Inc. Checker Front Stores, Inc. Setser's Super Markets E. W. Pulmer Co. Wieboldt Stores, Inc. Stater Brothers Markets 
Market Basket Stores Colonial Stores, Inc. Shoprite Foods, Inc. John C. Groub Co. Wrigley’s Stores, Inc. Stop-N-Shop Merkets 
Popular Markets, Inc. Davis & Humphries, Inc. Webb's City Hamady Brothers, Inc. Tradewell Stores, Inc. 
Riverside Markets ae Inc. White Stores, Inc. . Hinky Dinky Food Stores, Inc. Von's Grocery Co. 
Schaffer Stores Co. Food Mart, Inc. Worth Food Markets Hyde & Vredenburg, Inc, PACIFIC : D. D. Williams Piggly Wiggly 
(Empire Super Mkts.) Autry Greer & Sons Wyatt Food Stores Liberal Markets Alexander's Markets Stores - 
GRAND TOTAL—107 CHAIN HEADQUARTERS OPERATING 4,639 STORES ae 
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NEWS 


“U.S.News & WorLD REpoRT”’ is devoted exclusively 
to essential news. By essential news, we mean news that 
can affect business and personal plans and decisions— 
much of it reported nowhere else, more of it than 

is reported anywhere else. It is thoroughly read by 
important people because its news is thoroughly 
reported, and thoroughly useful. - 

In survey after survey of America’s leaders in 
business, industry, government and the professions, 
“U.S.News & WorLD REpPorRT’”’ consistently receives the 
most votes as the magazine most useful to them in 
their work, and the magazine in which they place 
the most confidence. 

\ 


Advertisers are quick to discover the medium that 

can give them coverage and action from this important, 
- high-income managerial market—without. the waste of 
also having to buy coverage of just “people.’”’ In the 


5-year period 1950-1955, “U.S.News & Wortp Report” 


scored the biggest total advertising page gain of any 
magazine, the biggest consumer page gain in its field, 
and now carries more business and industrial - 
advertising than any other news magazine. 


“U.S.News & Wortp Report” /ed all magazines 
in advertising page gains for thie five-year period, ~ 
ard accounted for 40.7% of the total pages 

gained by the six magazines in its field. 


FIRST IN USEFULNESS—FIRST IN CONFIDENCE 


Composite of 13 studies in 1954 and 1955 on 
how 152,922 listed leaders in American busi- 
ness, industry, government and the professions 
read and prefer the six major news and man- 
agement magazines. 


TOTAL “MOST USEFUL” VOTES 


USNews &World Report IS 35 4°, 


Magazine 5 IE 22 0 m 
Magazine C a 200 
Magazine D ME 10.0 
Magazine £ SB 7.6 
Magazine F J 4.0 
“U.S.News & World Report” also received 


the largest number of votes as the magazine 
in which they place the most confidence. 


Complete research report available on request. 


TIAL 


sto more and more advertisers 
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FIRST IN ADVERTISING GROWTH 


— Piles Eo 
1951 1952 1953 ae 
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No other major magaziné:has grown rae so fast. 


~~ Circulation has doubled im just six years to more 


than 800,000. The “who” is ‘even more impressive than 

the “how many.’ Three out-of four subseribers hold 

managerial positions. Incomes average $14,744, 

highest of all news magazines. These are. the people who 
initiate the new ideas, give them the approval others 

wait for, and buy what it takes to turn the ideas into 

realities—for their businesses and for their families. 


In'the 5-year period 1950 to 1956, 

“U.S.News & Wortp Report” had the biggest 
circulation gains in its field, accounting for 33.5% of © 
the total circulation gains of all six news and 


management magazines. 


RENO LE ed ig 


FIRST IN CIRCULATION GROWTH 


811,732 


Net Paid 
Circulation 


745,767 


703,061 


Bae ane ees 


Ra heh OY pied 


/ 


iS 


1956 
(ist Q 
Source: Publisher’s statements to the 
Audit Bureau of Circulations. 


1952 1954 1955 


1951 1953 


FOR EVERY ADVERTISER WITH SOMETHING TO SELL 
OR SAY TO AMERICA'S HIGH-INCOME PEOPLE OF 
IMPORTANCE, TODAY'S BEST BUY IS... 


Americas Class News Magazine 


Now more than 


800,000 


NET PAID CIRCULATION 


...@ market not duplicated 
by any other magazine 
in the field. 


Advertising offices, 30 Rockefeller Plaza, 
New York 20, N. Y. Other advertising offices 
in Boston, Philadelphia, Cleveland, 

Detroit, Chicago, St. Louis, San Francisco, 
Los Angeles and Washington. 
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Advertising Age 


ory Vhondoy, Be | eee inc., 200 E. lilinois St., meng 
(DE? 7-8200). Pa * 17 (Plaza ), National’ Press 


Wes ne ast). S. D. GRAIN JR, 
NSTEIN, OL. ‘ani A GAFFORD, 6. D. LEWIS, vice-presidents. 


SROOMES: treasurer. 
Member Asc foan ot ee hs Associated Business Publications, Magazine 
Publishers A | Business 


Publicoti 


ADVERTISING 

Advertising Director, Jack C. Gafford 

Sales and Service, G. D. Lewis 
Assistant Manager Soles and Service, 
William Hanus 
New York: Harry Hoole, Eastern 
Advertising Manager, Jomes C. 
Greenwood, John P. Candia. David J. 
Cleary Jr., Lovis DeMarco, William Lourie 
Chicago: E. S. Mansfield, Arthur E. 
Mertz, Rod H. Minchin, David J. Bailey 
Les Angeles (17): Simpson-Reilly Ltd., 
1709 W. Eighth St., Wolter S. Reilly. 
James Morch, Loren E. Hays 
S-n Francisco y Poew Simoson-Re'tly Lid, 
703 Morket S?. McCarty, Mgr. 
Portland (4): from ds J. McHugh, Jr., 
520 S. W. Sixth Ave. 


EDITORIAL 
Editor, S. R. Bernstein 
Executive Editor, John Crichton 
Managing Editor, Joristh J. Grahom 
Astistant Managing Editor, Don Morris 
Washington Editor, Stanley E. Cohen 
International Editor, Milten Moskow' 
Feature Editor, Emily C. Hall 
Associctes: New York: Maurine Brooks 
Christopher, Chories Downes, James V. 
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The ARF Study of Readership 


Release by the Advertising Research Foundation of Vol. II and 
Vol. III of its printed advertising rating methods study is bound to 
create renewed discussion of advertising research and its validity. 

The study was conducted by taking the May 16, 1955, issue of Life 
and duplicating the Starch, Gallup-Robinson and Readex methods of 
determining ad readership. The over-all results were reported by the 
ARF in Vol. I of its report; the two volumes recently released give 
the details, including a report on each ad in the issue, showing the 
scores it obtained under each of the three methods of testing effec- 
tiveness of an advertisement. 

The study indicated a general area of agreément among the three 
methods of rating advertisements. That is, if an advertisement re- 
ceived a relatively high rating from one method, it was likely to 
obtain a reletively high rating from the other two. There were, of 
course, some startling deviations from this general area of agreement, 
and there were sharp and not necessarily consistent differences be- 
tween the ratings developed by the use of each method. There were 
also disturbing differences in determining the composition of the au- 
dience for that particular issue of Life, with rather wide variations 
by sex, geographically and by city size. 

Nevertheless, most advertising and research people will be encour- 
aged by the study, because it seems in general to indicate that each of 
the methods investigated has some merit, at least in terms of relating 
one set of findings to another set. The Advertising Research Founda- 
tion wisely refrained from attaching any recommendations to its 
study, asserting merely that it is designed to stimulate thinking and 
action in the industry. 

One area in which thinking might be stimulated is to determine 
whether all three types of research are not attempting to apply too 
exact measurements to a measurement process which is still not very 
exact. A 2% Gallup-Robinson score is 100% higher than a 1% score; 
and similarly, a 6% Starch rating or Readex score is 100% higher 
than a 3% score from these services. But the ARF study makes it at 
least debatable that these small differences in scores actually measure 
anything resembling a 100% difference in advertising effectiveness. 

It might just be that we are attempting to apply a percentage rating 
system to’ something that might better be defined in broad general 
terms. Most educators have given up trying to grade their pupils on a 
numerical scale. Maybe advertisers should give up trying to grade 
their brain children on so exact a scale, and instead give them A, B, 


C, etc. 


Necessity Is the Mother... 

The current cigaret marketing picture is an almost perfect dem- 
onstration of all the old saws about necessity being the mother of in- 
vention, the uses of adversity, etc. 

When cancer and tobacco became linked in discussion, the cigaret 
people had to do something; and in the past few years they have done 
more things in product and package development, and in promotional 
methods, than they had done in the previous twenty. 

Long cigarets, filter cigarets, and now additional mentholated 
cigarets have all made their appearance. The market has been split 
over many more brands and types than was previously true, and the 
old giants are by no means so dominant, but on the whole the indus- 
try is probably in better shape than it has been for a long time. 

It is never much fun to have the props knocked out from under 
your product or your business, but frequently the fact that someone 
does just that is the most valuable thing that could possibly happen 
to a business. 

The cigaret business isn’t the only one that can testify to this. The 
soft drink business has at least one giant who will be better off be- 
cause competitors disturbed his pleasant way of life. 


“Tell him the copy is approved with just a few changes, and you're 
sending those by parcel post.” 


—Sandy Malcemsen, Philadelphia. 


What They're Saying 


No Visible Limit to 
What We Can Have 

No matter how hungrily the 
trout are rising to a skilifully pre- 
sented fly, there is a strict limit to 
the number of fish you can keep. 
Fortunately, our American econ- 
omy does not have any fixed limits, 
like a trout stream. One of the 
worst of many mistaken ideas the 
socialists spread is the theory that 
the only way any group can have 
more is to take it from some other 
group. But if you believe that, you 
have to believe that there is only 
a limited number of things to be 
done in this country—a limited 
amount of goods and income to be 
produced, and only a limited num- 
ber of jobs that can be created. 

If this were true, real wages of 
factory workers could not have in- 
creased by three and one-half 
times from those of 1900. Not even 
if owners gave up all of their 
share. Actually, the average per- 
centage shares of workers and 
owners has stayed about the same. 
If machines limited jobs, we 
wouldn’t have over 62,000,000 jobs, 
because machines now do 95% of 
the work. The fact is, there is no 
visible limit to our ability to have 
more of everything, so long as we 
aim at producing more, not divid- 
ing less—and continue to invest 
in new ideas, new processes, and 
new machines, in an expanding 
economy. 

—Editorial from O-K News, employe 


publication of the Cincinnati Gas & 
Electric Co. 


Comment on Pay-TV 

Pay-tv is supposed to bring us 
first-run feature movies, Broad- 
way shows, the opera, the World 
Series, special entertainment shows 
and the like. And they are going 
to do it by the simple process of 


' spending more money on their pro- 


ductions. 

Well, I'll grant them the first- 
run movies, if the major studios 
will go along. But the rest of it 
they’ve lost. What kind of money 
are they going to spend for what 
stars for special entertainment 
shows for which you and I would 
be willing to pay $1? Money isn’t 
everything in show business, not 
by a long shot. David Selznick 
spent several millions of dollars on 
“Duel in the Sun” and came up 


with one of the worst pictures of 
_all time. But free tv put on “Caine 
'Mutiny Court Martial” for around 
$200,000 and came up with one 
of the finest shows ever seen in 
any medium. Mere money is the 
last thing to guarantee good en- 
tertainment. 


Helpful to Ad People 

A very important part of the 
public relations of a consumer 
product is frequently involved in 
the handling of the consumer mail. 
This correspondence often is di- 
rectly related to advertising. In 
my company all consumer mail 
clears through the public relations 
department and trained corre- 
spondents draw on technical, le- 
gal, financial, sales, advertising or 
other specialists for necessary help 
in answering unusual or problem 
letters. 

Of course, such correspondence 
must not be looked upon as a re- 
flection of a cross-section of the 
public. It is not that, but an analy- 
sis by the people working on ad- 
vertising and product improve- 
ment can be mighty informative 


and helpful. 
—William G. Werner, director, pub- 
lie and legal services, Procter & 
Gamble, speaking at the annual con- 
vention of the Advertising Assn. of 
the West. 


Business Papers Help You 
Keep Up with the Economy 

It is safe to say that everyone 
engaged in any responsible post, 
and everyone who strives to 
achieve responsibility, regards his 
particular business publications as 
must reading. No one who wants 
to keep abreast of his own field of 
interest can afford not to take the 
time to read them. Our constantly 
changing and growing economy 
moves so rapidly we must read 
our business publications if we 
hope to keep our own knowledge 
in step with current developments. 

—Editorial in the “Link-Belt News,” 

published by Link-Belt Co. 


Ultimatum 
Any man in public life who isn’t 


candid with the press is nuts. 
—Gov. Rubicoff of Connecticut, ad- 


Advertising Age, July 23, 1956 


| Rough Proofs 


After General Mills lined up 
Cary Middlecoff for its “Breakfast 
of Champions” series, Cary coop- 
erated fully by both eating his 
Wheaties and winning the Nation- 
al Open. 


Apparently the free loaders on 
tv regard the job of crashing a 
big-time network program as 
something akin to the $64,000 
challenge. 

* 


If Postmaster General Arthur 
Summerfield is to find his $440,- 
000,000 postal rate increase in his 
Christmas stocking, Santa Claus 
will have to arrive this year a lot 
earlier than Dec. 25. 


Alex Osborn says that BBDO 
brainstorming panels have pro- 
duced 15,000 ideas in the past year. 

The real test is in telling the dif- 
ference between a good idea and 
just another brainstorm. 

7 


Jackie Gleason ran an ad thank- 
ing Buick, its dealers, General Mo- 
tors and Kudner, and perhaps he 
should have added a _ postscript 
thanking Art Carney too. 


“Movie ads are worse than 
films, ‘Pilot’ complains.” 

And a lot of disappointed cus- 
tomers have made the same com- 
plaint. 

- 


Milwaukee baseball fans can’t 
figure out why General Mills, in 
setting up its Homerun Sweep- 
stakes featuring Mickey Mantle, 
Willie Mays, Ted Kluszewski and 
Al Kaline, overlooked a potent 
slugger by the name of Joe Ad- 
cock. 
~ 


E. B. Weiss thinks the ad busi- 
ness is pretty snobbish in confin- 
ing its recruitment to college grads. 
Anyway the competition for new 
bachelors of arts and sciences is so 
tough better pickings might be 
found outside the rarefied academ- 
ic field. 

& 


“Huckster,” bemoans Charles E. 
Claggett, “is an unfortunate word 
which gives the public the wrong 
slant on our business.” 

Even Clark Gable has had trou- 
ble living it down. 

. 


An agency looking for a copy 
chief thinks he may be turning out 
ads that are “simple, clear, vivid, 
pictorial.” 

And maybe he also doubles in 
brass as art director. 


A news headline in AA says 12 
magazines have raised rates and 
others are expected to do so. 

Unfortunately publishers can’t 
manufacture their products with- 
out paper and printing. 


The Naticnal Appliance & Radio- 
TV Dealers’ Assn. has brought out 
its own detergent brand, “Wash 
Well.” 

Looks as if Tide may have put 
the appliance dealers in the gro- 
cery business. 


Copy Cus.. 
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place more linage : 
in THE INQUIRER 
than in any other 
Philadelphia newspaper, | 
| nl 
1 Advertising linage is the final measure 
of a newspaper's sales power 
| aa se, Che Philadelphia. Inquirer 
| Constructively Serving Delaware Valley, U.S.A. | 
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month after month... 


1512 million'men and women“live by the book 


any ee oo © B & o+Oros 


associated with reading the ads or articles seen in an average 


“Living by the book” is planning, then doing. It’s edging the 
issue of Better Homes and Gardens! 


driveway with a flowering border. It’s buying a new car that 


the whole family approves. Running up new draperies for *15,500,000 i clad issue of BH&G. One-third of the 
the living room. Or fixing teen-pleasing eats for a party. 123,800,000 people in the U.S. 10 years of age or older read one or 
more of every twelve issues. That’s 44,150,000 readers of Better Homes’ 


Almost 7 million people report taking over 27 million actions and Gardens—and over 40% of them are men! 
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¢j...and the book is Better Homes and Gardens! 


4.250.000 COPIES EACH MONTH . 
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I, of America reads 
Better Homes and Gardens! 


Meredith Publishing Company, Des Moines 3, lowa Hs 
*A 12 Months’ Study of BH&G Readers, Alfred Politz Research, Inc., 1956 
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National-U. S. Radiator Buys 
Union Asbestos Division 
National-U. S. Radiator Corp., 
Johnstown, Pa., and the Union 
Asbestos & Rubber Co., Chicago, 
have signed an agreement trans- 
ferring Union’s air conditioning 
division to National-U. S. The 
principal acquisition is a manu- 
facturing plant in Greenville, Il. 
The majority of personnel of the 
division will transfer to National. 


National-U. S. plans to continue 
to market the air conditioning 
products under the Unarco label. 


Kester to Cluett, Peabody 

D. Richard Kester, formerly 
with Pike Kumler Co., Dayton, has 
joined Cluett, Peabody & Co., New 
York, maker of Arrow shirts, ties 
and underwear, as promotion man- 
ager, succeeding A. Reginald 
Farmer, who recently resigned. 


The readershi 


Brewers, Ontario 
Government Argue 
Over Beer Tax Effect 


Toronto, July 17—The Ontario 
government, considering doubling 
the present tax on beer, has 
reached a bitter stage in negotia- 
tions with the breweries who claim 
they cannot absorb such an in- 
crease in tax. 

While the government wants to 
raise the tax, it doesn’t want any 
increase in price passed on to the 
consumer, it was disclosed at 
Queen’s Park. The breweries in- 
sist that if the tax is increased 
they will have to raise retail prices. 

At present, the Ontario govern- 
ment collects 8.7¢ per gallon on 
Ontario manufactured beers and 
9.5¢ a gallon on imported beers, 
with an extra tax on volume and 
other factors. Total tax collected 
from the breweries in this way 
amounts to about $1,000,000 a 
month. 


= The breweries state that they 
are being faced with higher labor 
and other costs and it would be 
impossible not to raise the price 
of the product and meet the tax. 

Another possibility would be to 
serve a smaller glass than the 
present 8 oz. one that sells for 10¢. 
If both sides persist in their stand 
the present price of $3.40 for 24 
pints at retail stores as well as 
the price of bottled beer in beer 
parlors would go up. 

It was pointed out that draft 
beer and retail store prices could 
not be increased without govern- 
ment sanction. 


Wyatt Named Ad Manager 

Thomas C. Wyatt, formerly as- 
sistant advertising manager of 
Magnavox Co., Fort Wayne, Ind., 
has been appointed advertising 
manager of Vega Industries, Syra- 
cuse. 


Nelson Named WARD-TV VP 

Robert R. Nelson, formerly 
manager of WPFH, Wilmington, 
Del., has joined WARD-TV, Johns- 
town, Pa., as exec vp. 


af 


the opinion 


On a person-to-person call you pay only if 
you reach the person desired. On station- 
to-station you pay whether you reach him 
or not. So with circulations — the big ones 
assemble the crowd. The selective ones 


deliver the desired customers. 


Advertising Age, July 23, 1956 


Getting Personal 


Aug. 6 is the publication date of “Minnesota Gothic,” new novel 
about a Minnesota lumber baron, by Walter O’Meara, who writes 
the “Just Looking” column in AA’s feature section. Henry Holt & 


TO THE vicror—Doug Yates, 26- 
year-old radio-tv time buyer of 
Batten, Barton, Durstine & Osborn, 
receives the Bruce Barton golf 
trophy from Mr. Barton for turn- 
ing in the lowest score (78) at the 
annual BBDO men’s outing. A col- 
lege baseball star, Doug switched 
to golf four years ago because of a 
broken arm. 


Co. is the publisher .. . 

“Short Line Junction” is 
the title of a new book by 
Jack R. Wagner, program 
manager of KNBC, San Fran- 
cisco. It’s based on a long- 
time hobby—the study of pic- 
turesque small railroads in 
California and Nevada, and 
features about 250 historic 
photographs. Published by 
Academy Library Guild in 
Fresno... 

Oscar Heuser, account exec 
of Lowe Runkle Co., Okla- 
homa City agency, has been 
elected president of the Okla- 
homa City Junior Chamber of 
Commerce. He was the junior 
chamber’s “Outstanding Young 
Man of 1954” in recognition of 
his service in civic work... 

Robert R. Dunwody, head of 
McCann-Erickson’s inter- 
national department in the 
Chicago office, is in pe, 
where he’s combining pleasure 
with business visits to the 
agency’s overseas offices, as 
well as the Spanish, French 
and English offices of Interna- 
tional Harvester Export affil- 
iates... Hilda Smith, veteran 
ad manager of Chas. Brown & 
Sons, San Francisco, is in Eu- 
rope on the first lap of a 
year-long ’round-the-world 
trip... 

Will C. Grant, the Chicago 
and points-around-the-world 
agency man, became a grand- 


father July 3, when his 
daughter Constance (Mrs. Philip G. Meyers) became the mother of 
ason... 

Among five Seattle citizens appointed by Mayor Gordon Clinton 
to the reorganized Seattle Library Board are Mrs. A. Scott Bullitt, 
president, KING Broadcasting Co., operator of KING radio and tv, 
and Arthur Gerbel Jr., Frayn Printing Co., a former vp of the Ad- 
vertising & Sales Club of Seattle. Mrs. Bullitt earlier had served 
on the Library Board for 20 years... 


BOSTON WINNERS—The softball team of the Boston office of Batten, 
Barton, Durstine & Osborn emerged winner of the 1956 season of the 
Softball League, Advertising Club of Boston. Accepting the trophy 
for BBDO is Nick Petrosino, team captain. Left to right are Carlton 
Strong, treasurer of the adclub; John D. Collins, commissioner of 
the league; Nick Petrosino; Dick Berenson, president-elect of the 
adclub; and John Messina, umpire-in-chief of the league. 


Chairman of the publishers and paper products section of the 
Chicago Community Chest fund drive is David Harrington, chairman 
of Reuben H. Donnelley Corp... 

Lioyd E. Yoder, NBC vp and general manager of WRCV and 
WRCV-TV, Philadelphia, has been elected to the board of directors 
of the World Affairs Council of Philadelphia... 

Anniversaries: When Eric Zimmerman, ad manager of the R&EI 
Division of I-T-E Circuit Breaker Co., Greensburg, Pa., celebrated 
his birthday in May, the occasion coincided with his 30th anniversary 
with the company ... First member of the pr department of Stand- 
ard Oil (Indiana) to complete 30 years’ service was Irma Eunice Ol- 
son, who joined Standard Oil July 6, 1926, as assistant editor of the 
company’s employe magazine and is now publications editor... 
Paul Bezazian, partner in Burton Browne Advertising, Chicago, re- 
cently celebrated his 15th anniversary with the agency .. . Seymour 
S. Preston Jr., vp of Arndt, Preston, Chapin, Lamb & Keen, Phila- 
delphia, received a 25-year gold and diamond pin at an agency 
luncheon in his honor...Two additions to the Five Year Club at 
Erwin, Wasey & Co., Los Angeles, are Roger M. Johnson, media and 
research director, and Mrs. Pauline S. Rich, assistant to an account 
exec... 

Roger Whitburn, assistant account executive of Roy S. Durstine 
Inc., New York, is leaving the agency July 30 to go to his grand- 
father’s farm in Michigan, where he intends to work on a movie 
scenario which he hopes to sell to Hollywood. . . 
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| HOW LIFE FITS YOUR MARK | 


There are 27,300,000 


owner-occupied homes in the U.S.... 
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Source: A Study of the Household Accumulative Audience of LIFE. i 


In no other medium can an advertiser start with so large a share of the 
market and be sure he’s getting it. This is one of the good reasons why 
advertisers of home furnishings and equipment spend more of their dollars 
in LIFE than in any other magazine. LIFE’s total audience of 26,450,000 
weekly is larger than that of any other magazine. 2s 


Source for LIFE’s audience: A Study of Four Media, 
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PHONE BOX—C. & | 
P. Telephone Co. | 
of Maryland, Bal- | 
timore, is encour- 
aging customers © 
to take home a 
phone with this 
taper-topped bor § 
with a hand hole © 
for easy carrying. ‘ 
The box, pro- @ 
duced by Hinde& 
Dauch, is printed 
in blue, gray, “@ 
gold and black on 
white. Sale of the | 
color phones is 
being handled 
through depart- 
ment stores and 
telephone offices. 


$1 Worth Only 98¢ 
as Canadian Dollar 
Value Again Climbs 


Toronto, July 17—Gradual 
climb of the Canadian dollar above 
par in the past month has brought 
it to its highest level, in relation 
to the U.S. dollar, since last Oc- 
tober. 

The move is a reflection, finan- 
cial men here say, of increased 
Canadian borrowing in New York 
and the inflow of U.S. and foreign 
investment capital. Increased sale 
abroad of Canadian wheat is giv- 
en as another factor. 

Indicative of increased borrow- 
ing is the sale of new Canadian 
bond issues in the U.S., estimated 
to date at more than $200,000,000, 
compared to $59,000,000 in the like 
1955 period. 

The Canadian dollar closed in 
New York last week at a premium 
of 1 11/16% in terms of U.S. funds. 
In Canada it only required 98- 
11/32¢ to buy a U.S. dollar. 


@ The Canadian dollar slipped 
down to par last October and held 
close to it until a noticeable gain 
crept in in the past few weeks. 
From May, 1952, to October, it had 
held 1¢ to 4¢ above the U.S. dol- 
lar. The autumn drop was attribut- 
ed in part to slackening of the in- 
flow of long-term funds here, plus 
the adverse trade balance. 

A tendency has been noted re- 
cently for the U.S. dollar to firm 


‘under strong commercial demand. | 
Some expect it to steady around} 
current levels. But the key to what | 
happens in the next two months| 
may be the extent to which the| 
tight money policy here drives 
more borrowers to the U.S. 


California Prune Board 
Sets $300.000 Ad Budget 

The California Prune Advisory 
Board has approved an advertis- 
ing budget for the next fiscal sea- 
son ending July 31, 1957, of $300,- 
000. The board approved a total 
budget of $430,100, of which $30,- 
000 will be allocated to dried fruit 
merchandising, $15,000 for recipe 


development. R. W. Jewell, man- 
ager of the board, said funds for 
the program will come from as- 
sessments of $1.50 per ton on 
prune producers and processors. 

Mr. Jewell reported that the 
1956-57 campaign will parallel 
that of last year, using strong lo- 
cal daily newspaper and spot ra- 
dio advertising in nine major met- 
ropolitan markets: New York, Chi- 
cago, Los Angeles, San Francisco, 
Boston, Philadelphia, Pittsburgh, 
Cleveland and Detroit. Botsford, 
Constantine & Gardner, San Fran- 
cisco, handles the account. 


Burns Joins Maxwell Sackheim 

John A. Burns has joined Max- 
‘well Sackheim & Co. Inc., New 
York, as director of marketing. Mr. 
Burns was formerly a vp of Na- 


tional Marketing Consultants Inc. 


ENG and still growing 


REMARKABLE ROCKFORD 


publicity, and $15,000 for export}] 


- 


la 


Advertising Age, July 23, 1956 
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Rockford, Illinois is growing faster 
than ever before in its history. Two 
more huge new factories are about com- 
pleted and ready to go into production. 
Over $10 million in new retail outlets 
. . » including new Sears and a new 
Goldblatt store . . . started in 1955 are 
opening this spring. The expansion is 
continuing with a new $5 million fac- 
tory covering six city blocks to be 
started in March. You can take advan- 
tage of this extraordinary growth. 
Advertise your product or service in the 
Rockford .Morning Star and Register- 
Republic for complete coverage of this 
rich 13-county trading area of northern 
Illinois and southern Wisconsin. Four- 
color press facilities can add to your 
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CREATED FOR AND BY NATIONAL ADVERTISERS, 


EMBRACES 13.4% OF ALL U.S. COUNTIES AND 10% 


These are the122 
influential Sunday 
newspapers that blanket 


their markets with 
FAMILY WEEKLY 


ALABAMA 
ANNISTON STAR 
DOTHAN EAGLE 203,164 
FLORENCE-SHEFFIELD- 
TUSCUMBIA-MUSCLE SHOALS 
TIMES & TRI-CITIES DAILY 161,376 
HUNTSVILLE TIMES 216,336 
TUSCALOOSA-NORTHPORT 
NEWS 214,301 


ARKANSAS 
EL DORADO NEWS 
HOT SPRINGS SENTINEL- 
RECORD 85,000° 
PINE BLUFF COMMERCIAL** 186,551 


CALIFORNIA 
EUREKA HUMBOLDT TIMES 77,319 
MONTEREY PENINSULA 
HERALD 96,874 
SACRAMENTO UNION 481,665 
SANTA BARBARA NEWS- 
ESS 104,100 


160,092 
VALLEJO TIMES-HERALD®* 109,877 


COLORADO 
GRAND JUNCTION SENTINEL 89,066 
PUEBLO STAR-JOURNAL AND 
SUNDAY CHIEFTAIN 151,173 


CONNECTICUT 
NEW HAVEN REGISTER 383,317 


FLORIDA 
DAYTONA BEACH NEWS- 

JOURNAL 5% 
FORT LAUDERDALE NEWS ** 159,062 
FORT MYERS NEWS-PRESS 77,500° 
GAINESVILLE SUN 
ORLANDO SENTINEL 


— aR TS Se ee | 
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SARASOTA HERALD-TRIBUNE 53,432 
TALLAHASSEE DEMOCRAT 129,185 
TAMPA TIMES 564,736 
WEST PALM BEACH PALM 

BEACH POST-TIMES 122,495 


GEORGIA 
ALBANY HERALD 214,330 
ROME NEWS-TRIBUNE 92,5% 


IDAHO 
BOISE STATESMAN 199,083 
IDAHO FALLS POST-REGISTER 68,680 
POCATELLO IDAHO STATE 
JOURNAL 87 AT2 


ILLINOIS 
BLOOMINGTON PANTAGRAPH 176,715 
CHAMPAIGN-URBANA NEWS- 
166,214 


GAZETTE 
DANVILLE COMMERCIAL- 
NEWS 173,705 


LA SALLE-PERU-OGLESBY 
NEWS-TRIBUNE 59,613 
QUINCY-HERALD-WHIG 314,122 
SPRINGFIELD SUNDAY 
JOURNAL REGISTER 412,548 
INDIANA 
MARION CHRONICLE-TRIBUNE 105,273 
NEW ALBANY LEDGER AND 
TRIBUNE 
tOWA 
COUNCIL BLUFFS NONPAREIL 192,140 
DAVENPORT DEMOCRAT 


251,198 
SIOUX CITY JOURNAL** 752,763 
WATERLOO COURIER 317,589 
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FAMILY WEEKLY'S SUPERCITY MARKE? 
_OF NATIONAL RETAIL SALES, WITH 


SRS 5° SPS ae SE "S) 


BY ANY OTHER MEDIUM. 


“ Sas wr 


i 4 
Sa Re eS, 


KENTUCKY 
BOWLING GREEN PARK 
CITY N 


OWENSBORO MESSENGER & 
INQUIRER 203,476 
PADUCAH SUN-DEMOCRAT 211,563 
LOUISIANA 
LAFAYETTE ADVERTISER 131,137 


BOGALUSA NEWS 114,099 
MASSACHUSETTS 

LOWELL SUN 192,146 
MICHIGAN 

GRAND RAPIDS HERALD 580,053 
MINNESOTA 

ALBERT LEA TRIBUNE 61,624 
MISSISSIPPI 


BILOXI-GULFPORT HERALD 126,737 
GREENVILLE DELTA 


DEMOCRAT-TIMES 126,560 
TUPELO JOURNAL _ (151,266 
VICKSBURG POST-HERALD 114,940 

MISSOURI 
JEFFERSON CITY CAPITAL 

NEWS POST-TRIBUNE 159,288° 
SPRINGFIELD NEWS AND 

LEADER 274,145 


NEVADA 
LAS VEGAS REVIEW-JOURNAL 48,289 
RENO NEVADA STATE 


JOURNAL 113,135 
NEW JERSEY 

ASBURY PARK PRESS 257,426 

NEW BRUNSWICK TIMES 161499 


TRENTON TIMES- 
ADVERTISER 383,557 


TRADING 
AREA 
POPULATION 
NEW MEXICO 
SANTA FE NEW MEXICAN °103,849 
NEW YORK 


ELMIRA SUNDAY TELEGRAM 238,904 
UTICA OBSERVER-DISPATCH 333,388 


CONCORD TRIBUNE 99,318 
SALISBURY POST 218,482 
OHIO 

CANTON REPOSITORY 364,358 
COSHOCTON TRIBUNE 48,887 
LIMA NEWS 213,273 
MANSFIELD NEWS- 

JOURNAL** 150,661 


ZANESVILLE SUNDAY TIMES 
SIGNAL 


OKLAHOMA 
ARDMORE ARDMOREITE** 69,833 
OUNCAN BANNER 41,084 


ENID NEWS®® (Starts 1/6/57) 105,179 
LAWTON CONSTITUTION- 
PRESS 70,829 


_ MUSKOGEE PHOENIX & 


TIMES-DEMOCRAT 178,520 
OREGON 
EUGENE REGISTER-GUARD 128,672 
PENNSYLVANIA 
ALTOONA MIRROR** 143 
LANCASTER SUNDAY NEWS 205,566 
SOUTH CAROLINA 


ANDERSON INDEPENDENT®® 230,480 
(Starts 1/6/57) 


FLORENCE NEWS 142,095 
SPARTANBURG HERALD- 
JOURNAL*®* 363,418 


TRADING 
AREA 
POPULATION 
SOUTH DAKOTA 
HURON THE DAILY PLAINS- 
MAN 569 
RAPID CITY JOURNAL 83,495 
TENNESSEE 
JACKSON SUN** 142,395 
KINGSPORT TIMES-NEWS 186,791 
TEXAS 


ABILENE REPORTER-NEWS 251,717 
AUSTIN AMERICAN- 


STATESMAN 292,515 
BIG SPRING HERALD 64,575 
DENISON HERALD 122,597 
DENTON RECORD-CHRONICLE- 53,318 
GALVESTON NEWS 147,260 
GREENVILLE HERALD 59,464 
KILGORE NEWS HERALD _ 51,803° 
LUFKIN NEWS 76,110 
MARSHALL NEWS 

MESSENGER 131,512 
MIDLAND REPORTER- 

TELEGRAM 122,469 
PARIS NEWS 100,656 
PORT ARTHUR NEWS 128,280 
SAN ANGELO STANDARD- 

TIMES 181,411 
SNYDER NEWS 68,957° 


TYLER COURIER-TIMES- 

TELEGRAPH 179,288 
VICTORIA ADVOCATE 94,357 
WACO TRIBUNE-HERALD 346,636 
WICHITA FALLS TIMES** 

(Starts 1/6/57) 


UTAH 
LOGAN HERALD-JOURNAL 50,555 
OGDEN STANDARD- 


EXAMINER 112,150 
PROVC HERALD 87,486 
VIRGINIA 
DANVILLE REGISTER 228,760 
LYNCHBURG NEWS 177,942 
SUFFOLK NEWS-HERALD 70,110 
WASHINGTON 


PASCO-KENNEWICK-RICHLAND 
COLUMBIA BASIN NEWS 66,574 
WALLA WALLA UNION- 


BULLETIN®® 746 
WENATCHEE WORLD Sar 
WEST VIRGINIA 
BECKLEY POST-HERALD AND 
RALEIGH REGISTER 251,928 
BLUEFIELD TELEGRAPH** 357.007 
WISCONSIN 
RACINE BULLETIN 115,115 
WYOMING 
CASPER TRIBUNE-HERALO 
AND STAR 105,115 
CHEYENNE WYOMING STATE 
TRIBUNE 144,791 


estimates qf CZ and RITZ from SRDS -except 
these (*) which are local estimates, They in- 
clude some oviside the 424 counties 
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It’s not only HOW MUCH CIRCULATION but... 


(1) WHO you reach; 


(2) WHERE you reach them; 
(3) WHEN you reach them. 


amily 


Weekly CREATES 


NEW SELLING OPPORTUNITIES 


READER IMPACT: - 


MERCHANDISING FOR SALES: | 


122 strategically-located markets 
where populations have increased at an average rate 
far exceeding that of most major cities. 


Embracing 16,233,100 people; $17,223,148,000 in retail sales; 
$4,042,901,000 in food store sales; $490,209,000 in drug store 
sales; 5,389,800 passenger car registrations: 


Maximum penetration in markets with 
minimum influence by other Sunday Supplements and with 
coverage unequaled by any other media. 


Reaching: nine out of ten families in 122 City Zones... 61% 
of the families in 424 Supercity counties (13.4% of U. S. total 
counties.) 


FAMILY WEEKLY is edited for homemakers who plan and buy 
for larger-than-average families. It delivers national coverage 
with local impact—plus color . . . greater influence among readers 
with greater brand loyalty, who enjoy more shopping convenience 
and produce greater buying action. 


FAMILY WEEKLY'S merchandising program 

is impressive. Weekly contacts keep dealers, 

wholesalers, and your sales force in 122 markets alerted 
to your FAMILY WEEKLY advertising. 


Merchandising bulletins . . . dealer letters . . . local newspaper 
cooperation. FAMILY WEEKLY has an outstanding record of dealer 
tie-in advertising. (Because they,too, read FAMILY WEEKLY, dealers 
know its impact upon their customers and cooperate.) 


A RECORD THAT CONFOUNDS EVEN THE EXPERTS! 


FAMILY WEEKLY has gained an average of 20,000. circula- 


tion per week — every week — for the last two years. 
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Advertising Age, July 23, 1956 


FAMILY WEEKLY’s impressive 
list of advertisers includes famous names as: 


AC'CENT INTERNATIONAL INTERNATIONAL LATEX CORP. 
CHARLES ANTELL INC. Powder Puff Pants 
AMERICAN HOME PRODUCTS Living Gloves 
Plastic Wood Living Bra 
3-in-1 Ot Playtex Girdles 
— Baby pal en and Powder 
ARMSTRONG CORK CO. 
AAMOUE & CO. $. C. JOHNSON & SON, INC. 
Dial Seap & Shampoeo . 8 
BAUER & BLACK Pride 
HAZEL BISHOP OGG'S ALL-BRAN 
} * 
BREAST-"O'-CHICKEN TUNA as sobebnwit 
THE CARNATION CO. KOTEX 
rated : 
Friskies praia a eee Ee 60. NEW EMBLEM—The familiar Flying Red Horse has been demoted, but “ 
yon corp. Porkay Margarine tconiendl Yount not fired, from his job as symbol for Socony Mobil Oil Co.’s prod- 
From sve nape Sipaton Kroft Of Midol ucts. The scaling down is for greater visibility and brand identifica- 
re COUGATE-PALMOLIVE CO. LEVER BROS. Fletcher's Castoria tion of the signs. Surveys had shown that the old Mobilgas shield, 
Fab Breere _ EBT. Baby Powder upper right, designed to go with colonial-style service stations of a 
Florient lux Foye GRowers . past era, lacks visibility for high-speed motorists. Shown here are 
Kan-Kil LIPTON TEA 10d co. some of the design possibilities tested in the search for a replace- 
So - gegmmae INC. LUCKY an: CIGARETS Bobbi ment. The winner is at top left. 
Dazy Air Freshener Baby Oi! se 3 Magic 
—— sauna ase Pumper Shampoo Dailies Assn. Changes Name {Coyne Joins Conover-Mast 
. Windex prepions Fpl Sofstyle Curlers The Associated Dailies of Con-| Thomas J. Coyne, formerly a * 
ECLIPSE LAWN MOWERS Goommashons Tatts titans Soft Touch necticut, a 55-year-old organiza-|printing salesman for Edwards [a 
GENERAL ELECTRIC Nabisco Cookies He tion of Connecticut’s 25 daily news-|Co., Pittsburgh, has joined the — 
Automatic Skillets Premium Seltines papers, has changed its name to/sales staff of Conover-Mast Pur- x 
Coffee — Ritz Crackers UNITED nape aga Connecticut Daily Newspapers| chasing eee as Pittsburgh ne 
Radio Equipment Waverly Wafers aatis Assn. resentative. j 
Steam trons NASH DIV, AMERICAN Motors UNIVERSAL PICTURES a8 5 
Toasters NORWICH PHARMACAL CO. VICK CORMNEAL CO. oe 
Vacuum Cleaners . Norwich Aspirin Cough Drops Pe 
aren CRA: S5ee wanton relay | = 
Nets F 
PAPER-MATE PENS ‘ bu 4 Cha 4 i 
kn pn PARKER PEN CO. COLUMBIA IP RECORDS - E 
GIRARD-PERREGAUX WATCHES Satie mines DOUBLEDAY & CO. ie 3 ea 
te RALEEREE WRTENES PLYMOUTH PROCTER A GaMBige 
Rim. RICHARD MUDNUT QUICK PONTIAC READERS DIGEST ¥. a You can take it easy when your pilates 
; INDIAN HEAD. MILLS . — are made by Laurence. You know ; 
. “2 Seeey ome ee. é You know they will be delivered 
; ms on time. You know they will represent ¥ 
: a i the smartest investment % 
you can make with a production 


National, cdvertisers placed 40,6% more advertising in 
FAMILY WEEKLY. during the first five months of this year . 
_* than for the same period in 1955. Why not join them? 


dollar. And you know ail this — 
because you know the reputation 
for quality and service that Laurence 
has won in the past 20 years. 


: Ss . Publisher 
: “3 . a So Shae 


AMILY WEEKLY MAGAZINE, [| 
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TWO Separate Newspapers «30 Line BUYS BOTH! 


Philly Agency Incorporates 

Feigenbaum & Wermen, Phila- 
delphia agency which has been op- 
erated as a partnership by Harry 
Feigenbaum and David Wermen 
for more than 40 years, has in- 
corporated. New officers of the 
corporation are Mr. Feigenbaum, 
president; Mr. Wermen, exec vp 
and treasurer, and J. Leonard 
Schorr, vp and secretary. Mr. 
Schorr formerly was an account 
executive. 


Thompson, McClimans Named 

Progressive Architecture, New 
York, has appointed Donald W. 
Thompson a district manager in 
New York and Albert E. McCli- 


mans a district manager in the 
Cleveland office. Mr. Thompson 
previously was a sales representa- 
tive of Clipper Mfg. Co.; Mr. Mc- 
Climans formerly was media man- 
ager on business magazines of 
Ketchum, MacLeod & Grove, Pitts- 
burgh. 


Detroit Art Directors Elect 
Douglas MacIntosh, Campbell- 
Ewald Co., has been elected pres- 
ident of the Art Directors Club of 
Detroit. Other new officers are C. 
Bruce Unwin, MacManus, John & 
Adams, Ist vp; Kenneth Lockwood, 
Sharp & Betteridge Co., 2nd vp; 
Jonas Gold, Kenyon & Eckhardt, 
secretary, and James Trumbo, 
Campbell-Ewald, treasurer. 


IN INLAND CALIFORNIA (ano western nevava) 
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Advertising Age, July 23, 1956 


Canadian Official 
Rips Advertising 
of Loan Companies 


Orrawa, Onrt., July 17—The 
Canadian government’s federal in- 
surance superintendent said last 
week that money-lending offices 
in Canada could well reduce their 
heavy advertising campaigns, “es- 
pecially of the unsolicited kind 
sent through the mails.” 

K. R. McGregor, testifying be- 
fore the House of Commons bank- 
ing committee, gave evidence on 
the government’s proposed legis- 
lation to restrict interest rates and 
extend federal regulations over an 
increased segment of the lending 
field. 

Mr. McGregor asserted that the 
opening of too many money-lend- 
ing offices is not a good thing for 
the country. “Too many offices 
must tend to encourage people to 
borrow,” he said. “I think it is 
universally accepted that over- 
ample facilities are not good either 
from the social or economic point 
of view.” 

However, the committee was far 
from agreed on Mr. McGregor’s 
general contentions. J. W. Mon- 
keith, Progressive Conservative 
member for Perth, Ont., said he 
couldn’t see anything wrong with 
the “bunching” of competing mon- 
ey-lending offices in city streets. 
As for advertising, some patent 
medicine companies were known 
to spend unusually large amounts 
on such media, he said. 


® Ross Thatcher, Independent for 
Moose Jaw-Lake Center, said he 
was convinced it was not the duty 
of Parliament to tell a business 
how much it can spend on adver- 


Mr. MacGregor said the adver- 
tising was not so much to inform 
borrowers of competitive rates, 
but to encourage them to borrow. 
About 80% of loans made were to 
old customers. Very little adver- 
tising was needed for this, he 
claimed. 

He pointed out that Britain has 
sharply restricted advertising in 
this field. 


WGTO Names Adam Young 

Adam Young Inc., New York, 
has been appoin national rep- 
resentative for GTO, Haines 
City, Fla. The independent radio 
station formerly was represented 
by Weed & Co. 


8X10 GLOSSIES 


FOR NEWS RELEASES 
PUBLICITY » PROMOTION 


These inland radio stations, purchased as a unit, give you more 
listeners than any competitive combination of local stations .. . 
and at the lowest cost per thousand! (SAMS and SR&D) 

More people live in this mountain-isolated Beeline area than in 
all of Colorado. They have over $3% billion in spendable income. 


(Sales Management’s 1956 Copyrighted Survey) 


SACRAMENTO, CALIFORNIA + Paul H. Raymer Co., National Representative 


Superior 7-8288 
118 W. Hubbard 8t., Chicage 10, Mm. 
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)” Business is good in Detroit! 
~ Department store sales 
7 for JUNE were 5% ahead 

of last June! 


Total retail sales for the 
first 6 months were 2% ahead 
of last year! Department Store 
Sales were 4% ahead! 


IN DETROIT, THE DETROIT NEWS HAS 

- THE LARGEST TOTAL AND TRADING 

_ AREA CIRCULATION AND CARRIES . 
. See ee TWICE AS MUCH ADVERTISING 
Ge _LINAGE AS EITHER OF THE OTHER 
a Y "TWO DETROIT NEWSPAPERS! Cj 


: ‘The Detroit News 


' THE HOME NEWSPAPER 


Largest Circulation of all Michigan Newspapers (ABC 3-31-56) Weekday 459,160—Sunday 573,375 


Eastern Office: 110 E. 42nd St., New York 17 @ Chicago Office: 435 N. Michigan Ave., Tribune Tower, Chicago, i. 
Pacific Coast: 785 Market Street, San Francisco, Calif. e Miami Beach, Florida: The Leonard Co., 311 Lincoln Road 
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SHOW PEOPLE KNOW 


how DYNAMIC DAVENPORT goes: 


Want to sell this responsive, dynamic market? Use 
Davenport Newspapers — for the 10th consecutive 
year, first in lineage in all lowa and the Quad 


Cities! 
(Represented by Jann & Kelley) 


pon yen Aone - a Rock Island, Moline, 


. 


DAVENPORT 
_ NEWSPAPERS 


‘BH4&G,’ ‘SEP,’ Two 
Other Books Tell 


of Rate Increases 


Cuicaco, July 18—Closely fol- 
lowing announcements by 12 mag- 
azines of rate increases scheduled 
for early 1957 (AA, July 16), Bet- 
ter Homes & Gardens and The 
Saturday Evening Post have issued 
new rate cards, a move that had 
— anticipated in publishing cir- 
cles. 

Better Homes, effective with its 
February, 1957, issue, will boost 
its rate base from 4,050,000 to 
4,200,000 and its rate for a bkw 
page from $14,150 to $15,410. Rate 
for a four-color page will go from 
$19,340 to $21,250. 

To further help in “offsetting 
sharply increased publishing costs,” 
BH&G will increase its cover price 
from 25¢°%0 35¢ with the Septem- 
ber, 1956, issue. 

The Post will increase its b&w 
page rate from $18,145 to $19,780, 
effective Jan. 5, and at the same 


birthplace... 


of tomorrow's tonnage is today’s research 
... and 80% of scientific apparatus makers 
place more advertising in Analytical 
Chemistry than in any other magazine 
serving the chemiea] process industries. 
Analytical Chemistry publishes more on the 
applications of modern résearch, analysis, 
control and instrumentation products than 
_any other magazine. ~ 


advertising management 


ANALYTICAL CHEMISTRY 


One of four, fact-full 


American Chemical Society Publications: 
Chemical and Engineering News 
industrial and Engineering Chemistry 


Journal of 


Agricultural and Food Chemistry 


REINHOLD PUBLISHING CORPORATION 
430 PARK AVENUE +: NEW YORK 22, N.Y. 


Advertising Age, July 23, 1956 


time moves its circulation rate base 
to 4,850,000. Present base is 4,600,- 
000. 


creasing the range which now is 
2% to 12% up to 3% to 16%. 


® Two other magazines which 
also announced new rates this 
week are Everywoman’s Magazine 
and Real. Everywoman’s will in- 
crease its guarantee from 1,800,000 
to 2,000,000 and its b&w page rate 
from $5,315 to $6,060 with the 
January issue. The store-distribu- 
ted monthly said the added circu- 
lation comes from the “recent 
acquisition of several new chains 
and to the steady expansion of ex- 
isting chains.” New frequency dis- 
counts also will be offered. 

Real, a Pines Publications 
monthly, will advance its guaran- 
tee from 250,000 to 300,000 with 
the October issue. Page rates will 
be increased 8%, bringing the 
b&w page to $675. 

Fortune, which last week an- 
nounced rate increases of 6% 
(AA, July 16), will increase its 
circulation guarantee from 265,000 
to 285,000 with the January issue. 


S. VALENTINE FARRELLY 

Morristown, N. J., July 17—S. 
Valentine Farrelly, 72, retired vp 
of the American News Co., died 
yesterday at All Souls Hospital 
after a brief illness. A son of the 
founder of the company, Patrick 
Farrelly, he was born in New York 
and was graduated from Seaton 
Hall College, South Orange, N. J., 
in 1905. He joined American News 
Co. the following year, and even- 
tually became vp in charge of the 
sales promotion department of the 
magazine division. He retired in 
1928. 


GUY TETRICK 

Cuarkssurc, W.Va., July 17— 
Guy Tetrick, 73, former general 
manager of the Clarksburg Expo- 
nent and Clarksburg Telegram, and 
for many years prominent in 
Democratic politics here, died at 
his home yesterday after a heart 
attack. He had been confined by 
illness for the past two years. 

In 1915, Mr. Tetrick became 
manager of the Exponent, a morn- 
ing daily. When that paper and the 
afternoon Telegram were acquired 
by the Clarksburg Publishing Co. 
in 1927, Mr. Tetrick became gen- 
eral manager of both. He contin- 
ued in that capacity until 1941. 

He served three two-year terms 
in the state house of delegates, and 
had been a member of the state 
Democratic executive committee 
since 1916. 

He was a former president of the 
old West Virginia Publishers Assn., 
and a former director of the 
Southern Newspaper Publishers 
Assn. 


BEVERLY M. PERSON 

HIGHLAND Park, ItL., July 18— 
Beverly M. Person, 70, died yes- 
terday in his home here. He had 
been ill for some time. Mr. Person 
was editor and publisher of Towns- 
folk, which he founded in 1929. 
From 1914 to 1929 he was em- 
ployed in the advertising depart- 
ments of the Chicago Tribune, the 
Chicago Journal and the Chicago 
Evening Post. 


~ pet Ss Si aa Ta Rec i 
ies: , ' 
A 3 | 
2 ee | 
cr” 

ya 26 —“tisSCSCSCsSSS 
ee roe: » 
eee: 
lead ae sg 
— i, | 
a. . ON The new rate card also gives 
ae — ERS MS svat cations or ciscounts in 
Se) he fore: RPL 
1 roth SS 
“i bg a 4 a y ‘ei ee ae 
ae Wey | 
| Se 4 OP i 
oS > | 
ey ‘ie , 

ae 7600 Wee 4 7800 
ar = tureed eat te see] SS fim] tended performances of \ 
y es i | 
er PAJAMA —}} RABI") TEAHOUSE of the om) | 

“4 oS : 
ot GAME Sea \ AucusT MOON | 
es 
ma hk ae = 

a 
Pag ts: 
Se 

m | es ee ee ae 
ie a 7 | 
es (7 
> | | 
ao | 
oe ae 
ee i. 
oe we : : ) 
yi ee he 
a ; : 
aes * lee 
Eero = See 

Byte e 
ae he 
4 
ea: i 
Bei ia 
Pai a ; 
a OD 
i ea : } 
Sispee 4 
‘ae “ | 
ee | : 
pee” 
ab. ae 
a fee 

Ries ‘2 ee 
pee e. 2 a. oe ; 
: q atte . + . ag | 
om: _-£ 7 | 
wT uae ss oi a ; 
am "s — a 

a 2. | 
aie . “a 

aid komen stalls a 
a te Bee 

me 4 . - Z =. 
if Pa ’ Ye - 

pe e a. . | 
i ae ee ae 
ae - 

hae “4 * 
=a . fe “h 

+.) . , 
x AS 
ee ; 
Behe 

lta 
<| . 
ha. 
Rot. 
aaa 
ig 
eer 
Bik, 

Saas P 
Bh) 
ea; —_- 
Beg 
Riss 5 . - 
Pa: ee 000 vital 
ti ay Pe - le DEFENSE BUYERS 
hia oe 
+ oa fab: m 
pee SS 
ae Re Ewe a ¢ leat 
a ss cael 

¥ a 
PAG: ae i 271 Yovr share of mil 
ei ee oy i. ji 
mae” / SE * —ATIONAL 
ee eee REPRESENTATIVE 
ok WS COPD cassocsates 
ae est ES Be? - 
Ria 
a, eee s ‘ oo 


ADVERTISEMENT 


Total Light Construction “Up” 


—Though New Home Starts “Off” 


Chicago—The amount of building 
being done this year by builders 
in all segments of Light Construc- 
tion will undoubtedly surpass the 
all-time record set during 55, ac- 
cording to Jim Lange, Executive 
Editor of Practical Builder, lead- 
ing magazine for builders. 

Even in the new residential seg- 
ment of the builder market—where 
the rate of starts lags behind last 
year—sales of building and related 
products compares favorably with 
55 volume—and exceeds sales dur- 
ing any previous peak year—be- 
cause homes built today are bigger 
and more eiaborately equipped. 

Here—in a special report by the 
editors and market research staff 
of Practical Builder—is what's 
happening in each segment of the 
buider market. This construction 
is expected to total up to a $39.12 
billion year for all of Light Con- 
struction, an increase of $1.44 
billion over last year’s headline- 
grabbing tally. 


New Residential 

While the rate of new home 
starts is definitely “off” from the 
all-time record pace iast year at 
this time, ‘56 will nevertheless 
witness the construction of 1.1— 
1.2 million new residential units. 
Using starts alone as a measure- 
ment, this annual volume is as 
good or better than any year dur- 
ing the 1949-56 “boom — except 
1950 and 1955. 

It should be remembered, how- 
ever, that 1950 new homes aver- 
aged 800 square feet. Today’s 
homes average 1170 square feet, 
or 46.2% larger than 1950 houses. 
This means that 1.15 million 1956- 
size homes equal 1.68 million 1950 
houses! And when the increased 
number of appliances and other 
“extras” going into today’s homes 
is also considered, the sales-size 
of the new residential market— 
from the viewpoint of building 
product manufacturers—continues 
to grow steadily. 


Modernization 

As a result of the enormous 
amount of publicity generated by 
“Operation Home Improvement” 
and other Modernization cam- 
paigns, home improvement loan 
applications in nearly every sec- 
tion of the country have increased, 
with some areas reporting 100% 
and 150% rises. Practical Builder 
estimated a 1955 sales volume of 
$14.2 billion for this part of the 
builder market. This year sales 
should top $15 billion. 

Sales potential in this already 
huge segment of Light Construc- 
tion is greater than in any other 
part of the builder market. With 
the impact of “OHI” and the joint 
Practical Builder and Building 
Supply News campaign designed 
to “Make Modernization Pay Off 
. . . At the Professional Level” 
already starting to be felt, signifi- 
cant Modernization sales increases 
should occur in the last two quar- 
ters of this year and throughout 
1957. 


“Community” Construction 
Construction of schools, churches, 
auditoriums, etc. is at a record 
peak to assimilate growth in sub- 
urban communities. It has been 
estimated, for example, that we 


Commercial Building 


Construction of new stores and 
shopping centers reached the high- 
est level ever recorded in April 
(latest complete data). No let-up 
is foreseen in the next few years. 

Motels are another of the build- 
er bonanzas in this field. Since 
1948, the number of motels has 
more than doubled—from 25,000 
to nearly 56,000. More than 3000 
new motel installations are being 


added each year. A: |:. he new re- 
sidential segment, :.: unit start 


rates are deceptive. 7... y’s motels, 
like today’s homes, «’. nore elab- 
orate, with more a © nodations 


per installation. 


Industrial Constr) on 

During 1956, indi: ;y has ear- 
marked $35 billion ‘©: new plants 
and equipment—a <.in of 22% 
over 1955! While mich of this 
expenditure is in th. area of so- 
called “heavy” construction, a size- 
able amount is enureiy builder- 
controlled. Many larg: companies, 
for example, are |.cating plants 
in smaller “outlying ' communities. 
Most of these smal! factories, 


ADVERTISEMENT 


warehouses and other installa- 
tions are being built with build- 
ing materials bought locally, and 
on contracts with builders—for 
reasons of better company-com- 
munity public relations and eco- 
nomic feasibility. 


Real “Boom” Just Starting 
For Light Construction 

The net meaning of the forego- 
ing Practical Builder report is 
that, while one or another part of 
the builder market may be tem- 
porarily “off”, sales of building 
products, tools and equipment in- 
volved in all of Light Construction 
will be at high levels for years to 
come. 


Light Construction needs—in 
new and modernized homes, new 
schools, churches, stores, motels, 
factories, etc—are enormous. For 
example, Practical Builder’s more 
than 100,000 readers alone did a 
29.7 billion dollar volume of busi- 
ness in 1955, and surveys indicate 
that the figure will be even larger 
for 1956. Buyers with purchasing 
power of such magnitude ob- 
viously deserve every bit of the 
increasing attention they’re get- 
ting from manufacturers of build- 
ing products and materials—an 
important reason why PB’s adver- 
tising page gains have been so 
impressive in each of the past 
several years. 


 Yowre paying for it, Mr. Advertiser. . . 80 ae not get it? 
Why settle for less than the entire light construction market ? 
Certainly, your sales promotion program for the year 

ahead must include not part but all of it. And that’s precisely 
what practical | builder gives you. It is the only 
builder-book edited for the entire builder-market. Its 

of every 10 dwelling units; do 60% of 
do most of the industry’s repair and 
e as ABC: to sell builders you must 


r...0f the light 
construction industry 


© Industriel Publications, 
Also publishers of Building Supply News 
end other leading building industry publications. 


< 


estimate of Department 
merce and Labor 1955 figures.) 


42.0% of the Light 
Construction volume is 
new residential building: 
rural, small town, suburban 
and metropolitan areas. 


39.2% of Light Construction 
volume is remodeling, 
alteration, repair: a steadily 
increasing market for all 
kinds of building materials, 
tools, equipment. 


3.9% of the Light 
Construction Market is 
miscellaneous non- 
residential building (Schools, 
Churches, Auditoriums, etc.), 


5.1% of the Light 
Construction Market is new 
industrial building (Small 
Factories, Warehouses, etc.). 


3.6% of the Light 
Construction Market 
is Public Utility. 


2.8% of the Light 
Construction Market 
is Farm Service buildings. 


3.2% of the Light 
Construction volume 
is Commercial Building. 
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TOWN JOURNAL 


now on sale 
in SUPER VALU stores 


ay 


WHAT AND WHERE !IS SUPER VALU? 


Super Valu Stores, Inc., has a history in the whole- lowa, South Dakota, North Dakota, Montana, 
sale food distribution field that goes back to 1872. Nebraska, Wisconsin and Michigan. 


Today, T. G. Harrison, President of Super Valu, . ° ° 
heads an organization that consists of more than 730 The success of Super Valu service to modern inde- 
outlets owned and operated by independent grocers pendent super markets throughout this area can be 
_in the upper midwestern region of the U.S. measured by the retail sales of these stores which ex- 


The eight states served by Super Valu are Minnesota, ceeded $260,000,000 in 1955. 
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WHY DID SUPER VALU CHOOSE TOWN JOURNAL? 


T. G. Harrison, Super Valu president, explains why: 
“We are happy with our selection of TOwN JOURNAL 
as the magazine to be sold at the checkstands of our 
Super Valu and our U-Save Food Stores because it 
has a wide base of family appeal. 

“We think the publishers of TOWN JOURNAL are 
similarly pleased with this new distribution arrange- 
ment because Super Valu offers them a substantial, 
ready-made potential through our weekly customer- 
count of more than 1,400,000 families. 


“We are certain that TowN JOURNAL will appeal to 
our Customers, both in advertising and editorial con- 
tent, and in its reasonable price of ten-cents per copy. 

“Super Valu has featured a checkstand publication 
continuously for over four years. Now, with TOwNn 
JOURNAL in the racks, we feel that our magazine 
situation has never been better.” . 


T. G. Harrison, President 
Super Valu Stores, Inc. 


WHY DID TOWN JOURNAL CHOOSE SUPER VALU? 


Because this well managed group of modern stores, 
tike TOWN JOURNAL, majors in serving countryside 
families. No less than 78% of Super Valu stores are 
located in communities of 10,000 or less . . . country- 
side communities. 

Super Valu stores provide TOWN JOURNAL with a 
unique opportunity for single copy “newsstand” sales 
among countryside families in a large and important 
marketing area. 

Town JourNAL began distribution through Super 


iS TOWN JOURNAL 


Valu stores with the June issue. Each month, Super 
Valu retailers fill out the forms for the ABC, certify- 
ing the number of copies sold. We are paid only for 
the copies which are sold. 

The net paid circulation of the Central Edition of 
TowN JOURNAL—already substantially in excess of 
the 860,000 guaranteed—has grown again. 

Based upon experience gained with the June and 
July issues, Super Valu stores have ordered 51,000 
copies of the August issue of TOWN JOURNAL. 


SOLD IN OTHER FOOD STORES? 


By late September, TOwN JOURNAL will be on sale in 
more than 6000 food stores in countryside trade 
centers across the nation. 

Millions of families with billions of dollars to spend 
live in this “‘big half” of the American market. These 
important retailers and the wholesalers who supply 
them wanted TOWN JOURNAL because it is the family 
magazine of home-town America, subscribed to and 
read by more than 2,000,000 families. 

They know that TOWN JOURNAL’s wide variety of 
editorial features attracts the interest and attention of 
the whole family. They know, firsthand, how their 
customers react to the special countryside features in 


. TOWN JOURNAL. They know TOWN JOURNAL is edited 


by men and women who know countryside living and 
have proven their ability to capture the interest and 
affection of countryside people. In short, they know 
Town JOURNAL serves and sells their best customers 
as nothing else does. 


People like to read advertising in magazines 


TOWN JOURNAL 


The Family Magazine of Home-Town America 


Published Monthly by Farm Journal, Inc. 
Washington Square, Phila. 5, Pa. 
Graham Patterson, Publisher Richard J. Babcock, President 
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MICHIGAN 


7.» Gapital City. | *.. 
of Michigan ~ 


FULL COLOR 


Available for the 
first time in out- 


- naray | Reproduction 
T ~ of full color ads 
Vv 


ear 
which © appeared in The 
State Journal available on 
request. 


THE STATE JOURNAL — 


Member of Federated Publications 


REPRESENTED NATIONALLY BY 
SAW YVER-FERGUSON-WALKER COMPANY 


Diesel Publications Buys 
‘Brewery Age.’ Sister Book 

Modern Brewery Age, and its 
companion publication, Beer Dis- 
tributor, both published in Chi- 
cago, have been purchased by Die- 
sel Publications Inc., Stamford, 
Conn. The August and all subse- 
quent issues of both publications 
will be published in Stamford. Of- 
fices for both will be maintained in 
Buenos Aires, London and Frank- 
fort, Germany. 

James E. Jones and G. Renfrew 
Brighton, president and publisher, 
respectively, of Diesel Publications, 
head the new magazine in similar 
capacities. Joseph Dubin, former 
editor and publisher, becomes ex- 
ecutive editor and director, and 
Lewis Dubin, former eastern man- 
ager, becomes general manager. 
Diesel Publications currently pub- 
lishes Diesel Power, Motorship, 
Revista Diesel, Diesel Engineering 
Handbook and other diesel text- 


books. 


Another thinly disguised WJR success story 


May 12 was an unusual day in Michigan. 
At 2:30 p.m. that Saturday WJR broad- 
cast a tornado alert—and it wasn’t lifted 
until 3 a.m. Sunday. In seven hours 27 
twisters had smashed their lethal paths 
across the state. 

It was dark, it thundered, flashed light- 
ning, and rained sheets—and it was down- 
right scary. 

From 6 p:m. to 3 a.m. WJR broadcast 
complete reports, every half-hour. Three 
newscasters (and one newscaster’s wife), 
every engineer and every announcer 
helped gather information, answered 
phones, and got the news on the air. 

Their job was simple: from hundreds of 
panicky reports they sifted accurate infor- 
mation. It waschecked and double checked 
with the station’s direct weather bureau 
wireand with police chiefs in stricken areas. 


When they were certain it was accurate, 
they told the listeners about it. They were 
careful, they were calm, and they included 
safety precautions. 


“IT am sure,” wrote one woman later, 
“that WJR’s prompt reporting of sound 
information, and its calm despite the dan- 
ger, saved many people from near-panic.”’ 


An Ohioan nearby listened to WJR from 
6 p.m. to 3 a.m., circling all twister areas 
on a map. “We are deeply grateful to the 
news staff and all others for their constant 
vigil,” he wrote. ‘‘We depended entirely 
on their faithful service.” 

People in the WJR area have learned 
that WJR newscasts are dependable, fac- 
tual and more comprehensive. That’s why 
the recent study by Alfred Politz Re- 
search, Inc. shows that 42% of all radio 
listeners tune to WJR for news. 


The Great Voice of the Great Lakes 


WJR .... 


50,000 Watts CBS Radio Network 


Some folks have heen homeless 
since "45. Your CARE packages help. 


Advertising Age, July 23, 1956 


Chanel, Speidel 
Find Teenagers 
Like Them, Too 


(Continued from Page 3) 
with him tastes like pheasant un- 
der glass...you’re ready for 
Chanel.” 

Chanel, described as “an or- 
iginally dubious client,” is now re- 
ported by the agency as delighted 
with “a sharp inc in sales 
to the younger consumer 


® . Another relatively high-price 
item, Speidel’s Photo-Ident brace- 
let, was regarded as an adults- 
only item because of price tags 
starting at $13.50. 

Agency strategy was to tack on 
a teenage tag to the bracelet—the 
Heart-Throb. That’s the way it 
was promoted on Speidel’s seg- 
ment of the tv show titled “The 
Big Surprise.” The twist for teen- 
ers: when going steady the Photo- 
Ident was to be worn inside the 
wrist, “next to the heart beat”; if 
“just dating” the bracelet was to 
be worn outside. 

The tv promotion was supported 
by point of sale, special packaging, 
and kits for jewelers (including 
newspaper mats describing the 
“inside-outside” fad). 

First reports on results, says the 
agency, “indicate a sales increase 
of 42% in eastern and New Eng- 
land states.” A sampling of jewel- 
ers, adds Norman, Craig, shows a 
one-third hike in MHeart-Throb 
sales over other identification 
bracelets. 


Pharmaceutical Adclub Elects 
William S. Bucke, president of 
Lafayette Pharmacal Inc., has been 
elected president of the Midwest 
Pharmaceutical Advertising Club, 
Chicago. Other new officers are 
Thomas S. Bird, vp of Abbott Lab- 
oratories International, vp; Ed- 
ward A. Twerdahl Jr., president 
of Arnar-Stone Labs, secretary, 
and John J. McKean, exec vp of 
Borcherdt Co., treasurer. 


Orange Crush Ltd. Appoints 
Orange Crush Ltd., Toronto, has 
appointed Cockfield, Brown & Co. 
to handle its advertising in Cana- 
da, effective Sept. 30. McKim Ad- 
vertising is the previous agency. 
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Now, more than one million people 

live in metropolitan Houston. That’s 33.5% more than in 

1950! The 1956 U.S. Census Bereau Special Report dramatically 
highlights Houston’s continuing rate of growth. Wise 

advertisers eyeing the fabulous Southwest will do well to take 

a second look at the expanding Houston market. 

In Houston, the daily newspaper with the largest circulation 


gain, 1950-1956, is The Houston Post. Get the new story of the 


Houston market where the trend is to The Post. 
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OUSTON Post 


Represented Nationality by MOLONEY, REGAN &2 SCHMITT 
Written and Edited to Merit Your Confidence 
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TOP TEN BRANDS 
1956 HOUSTON POST STUDY 
BY DAN E. CLARK, Il, & ASSOCIATES, INC. 


Available about September 1, 1956, continuing 
survey of the Houston market showing — by family — 
preferences in foods,. beverages, household 

products, drug sundries, toiletries, appliances, 
automobiles, and other products. The survey also 
shows distribution in grocery and drug stores. 


‘To reserve your copy, call or write The Houston Post, 


or your Moloney, Regan & Schmitt representative. 
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Advertising Age, July 23, 1956 


Ross Coles, Sales 
Incentive Company 
Head, Dies at 55 


Cuicaco, July 17—Ross Coles, 
55, president of Ross Coles & Co., 
% sales incentive company, died of 
an embolism on July 14. He was 
OPE Np LE TTE R TO stricken as he dined at Edgewat- 
er Golf Club with his business 

partner, Robert B. Douglass. 

Mr. Coles founded his company 
ten years ago, after having served 
as vp of Belnap & Thompson, an- 
other sales incentive company. He 
began his career as a newspaper 
man with the Associated Press, lat- 
er joining the Milwaukee Journal. 


He first entered the promotion 
field wtih Ed Schuster & Co., Mil- 
waukee department store, where 
he became sales promotion man- 
ager. He left Schuster to join Bel- 
nap & Thompson. 
W. D. MILLER 

KLAMATH FALLs, Ore., July 17— 


W. D. Miller, 70, president of W. D. 
Miller Enterprises and owner cf 


Radio Station KFJI, died of a 
stroke July 11. He had been in ill 
health for some time. 
Mr. Miller was born in Lockport, 
Ky., and worked in coal mines 
there before coming to Klamath 
Falls in 1910. Since then he had 
: been associated with radio, con- 
struction, lumber and ranching op- 


erations. 


FORREST L. FRASER 

Cuicaco, July 17— Forrest L. 
Fraser, 46, vp of marketing of 
American Optical Co. South- 
bridge, Mass., and a lage gem 
on food merchandising, di d- 
denly July 12 of a heart attack in 
Albany, N. Y. He had gone east to 
More and more advertisers are using WGN's Complete Market Saturation Plan. These ae sedans cha 

Mr. Fraser was named to the op- 
2 y i ‘ . pad ical company job just last month 
are advertisers who recognize Radio's New Dimension and sell the millions of WGN ‘AA, June 4). For a year prior to 

that, he conducted his own mar- 
keting and merchandising com- 
e . e pany here. Before becoming a con- 
listeners day and night, seven days a week, at low saturation rates. salah Si een eats ve  Pohet 

Brewing Co. for five years. 

Mr. Fraser also was a merchan- 
dising executive with Kroger Co. 
av ; : for seven years, and worked in a 
If you are not aware of Radio's New Dimension and WGN's Complete Market Saturation sales capacity with Sears, Roebuck 

& Co. He was credited with being 

a leader in merchandising drug 

- "i ‘ ie ° products in food stores, and with 

Plan—it will be worth your time . . . and definitely save you money... if you allow us “cing filme. fer merchandicing 
purposes in food stores. 

A graduate of Dartmouth Col- 
* lege, Mr. Fraser was a member 
to give you the full story. and former officer of the American 
Marketing Assn. He resided in 
suburban Glenview. 


r ‘ os . EDWARD B. BLAIR 

The Chicago Market—and WGN's position in the market—have never been more Cutahas thie 44 cdieenh waine 
Blair, 84, veteran adman, who for 

: > ’ many years headed the advertising 
important to advertisers than they are today. department of W. F. McLaughlin 
’ & Co., maker of Manor House cof- 
fee, died July 12 in Passavant Hos- 
pital after a short illness. Before 
his retirement ten years ago, Mr. 
WGN reaches more homes than any other advertising medium in Chicago—NCS. Blair was exec vp in charge of ad- 
vertising and sales for McLaugh- 

lin. He was with the company 41 
years. He also aided in the devel- 
opment of John Blair & Co., radio 
representative, which is run by 
Chicago 1l his two sons, John, president, and 


A Clear Channel Station .. . Illinois E. Blake, treasurer. 


Serving the Middle West 50,000 Watts Two Join Carbide & Carbon 

720 Ls _ Killeffer, formerly chemi- 

; cal advertising manager of Mc- 

MBS On Your Dial Kesson & Robbins, and R. H. 

Akeson, formerly an account exec- 

Chicago Office: 441 N. Michigan Avenue, Chicago 11, Illinois utive = Ranges Barton, Dur- 
stine Os ,h oined 

Eastern Advertising Solicitation Office: 220 E. 42nd Street, New York 17, New York oaivurthsinn diame ana t Een 

& Carbon Chemicals Co., New 

West Coast: Edward Petry & Company, Inc. York, a division of Union Carbide 

& Carbon Corp. . 


Mrs. Beckjorden Named 


Elisabeth Beckjorden has been 
named station network represent- 
,; ative of WIMA-TV, Lima, O. 
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YOUR NEW DABY top monthiy 


paid circulation in the 
baby field! | 


~ 


Dope VA 


ls 


new guarantee 


460,000 


effective January, 1957 


‘quran 


a 


—— 


] \__ BvG GAINS FOR YOUR NEW BABY, .. 
! BIG GAINS FOR ADVERTISERS! 
Here are four weighty reasons why! 


$2 tevernernunmeem | YOUR NEW BABY - 


new readers—giving you the largest guaranteed circula- PUBLI SH ED BY Pp AR ENTS’ M AG AZ I N E 


tion of any monthly magazine in the baby field! 


| oh 
| eo eayouR NEW BABY gains in 


distribution! 300 more stores. distribute YOUR NEW 
BABY this year—a total of 1100 stores (plus 158 diaper 
services). This gives you the biggest retail distribution in 
the baby field. 


So: SBDevour NEW BABY gains 


advertising linage! In the first half of 1956, linage is 
up 12% over the same period in 1955, an increase matched 
by only one other baby magazine—BABY CARE MANUAL, 
also published by PARENTS’ MAGAZINE. 


er Ghavour NEW BABY gains 


greater reader response—42% more new and expect- 
ant mothers requested booklets and samples in the first 
quarter of this year than in the same period in 1955. This 
means that every month more than 5000 mothers write us— 
a new high for this response-producing magazine! 


YOUR NEW BABY 


—the magazine that carries the most weight 
in the new and expectant mother market! 


se tl 


—the fastest-growing monthly magazine 
in the baby field! 
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% York, is introducing Veto mist de- azine and 


Introduces Veto Mist |Markets Group, The American 

Colgate-Palmolive Co., New| Weekly, Parade, This Week Mag- 
independent Sunday 
odorant in an aerosol can. Adver- supplements. Bryan Houston Inc., 
tising is running in First Three |New York, is the agency. 


DO YOU KNOW 


That field work could be your “weak” link? 


The results obtained from your research report depend on 

competent, honest interviewing. Why chance wasting your 
research talent and money, with “mine run” 
interviewing—when for a difference of only 
pennies you can have the very best. Ask us to 
prove it. 


UNITED STATES | VIEWING CORP. 
141 W. Jackson Blvd. © Chicago 4, Ill. + WE 9-4000 


Anniversary Evokes Memories... 


Ad Problems 50 Years Ago Were 
Like Today's: Hanford & Greenfield 


By George E. Toles “If you did those three things, 

ROCHESTER, N. Y., July 18—|your agency succeeds today just 
Hanford & Greenfield, Rochester’s|as it did 50 years ago,” Mr. Han- 
oldest advertising agency, has | ford told ApvEeRTISING AGE. 
rounded out half a century * 
service in upstate New York. |# Mr. Hanford is the son of the 

Robert S. Hanford, president of | late Saxe H. Hanford, who joined 
the agency, believes that problems |Clinton R. Lyddon as partner to 
faced by the business today are | form the original Lyddon & Han- 
much the same as those in the ford Co. in 1906. 
early days of the profession. G. Dwight Greenfield, associ- 

“I can well remember many dis- jated with the agency since 1940, 
cussions with my father, who died is vp and treasurer. Another well- 
in 1939, about the problems of the known Rochesterian, Ralph M. 
business, and I must say that in|Cole, is still active after an asso- 
general they were the same in the| ciation of more than 40 years, and 
20s and the ’30s as they are today.|two other employes have been 
You always had to watch your|with the agency more than 25 
expenses, be sure you were staffed | years. One of them, Irene Hart, is 
with the best possible people and still a director, although no longer 
keep plugging. ‘an active participant. 


In Canada... 
Daily Newspaper 
Advertisements REACFEH, 


the People WHO BU Z! 


Each Southam Newspaper is truly independent - each publisher decides 
his own policies tor the good of his particular community. 


YOU GET ACTION WHEN YOU ADVERTISE 


THE SOUTHAM NEWSPAPERS 


CALGARY 


Herald 


UNITED STATES REPRESENTATIVE / 


OTTAWA HAMILTON WINNIPEG 
Citizen Spectator ~ Tribune 


4 
3 eS en bindings Pe ee a 


IN 


MEDICINE HAT EDMONTON VANCOUVER 
News Journal Province 


Cresmer & Woodward Inc. (Can. Div.) 
New York, Detroit, Chicago, 
San Francisco, Los Angeles, Atlanta 


York. 


2 a i. 


Robert S. Hanford Saxe H. Hanford 


In reviewing the history of the 
agency during the past half cen- 
tury, Mr. Hanford and Mr. Green- 
field drew largely on stories told 
them by Mr. Hanford’s father, by 
Mr. Lyddon, who was still active 
until late 1955, and by Mr. Cole. 

Straight brokerage of space was 
already a thing of the past when 
the agency came into being in 


G. D. Greenfield Clinton Lyddon 


1906. Until World War I, agencies 
largely performed two _ services 
only: Placing of space and writing 
of individual advertisements. 
Mr. Hanford pointed out that 
early in the second decade of the 
1900s, newspapers were by far the 
most important advertising medi- 
um. The large influence of maga- 
zines on American buying habits 
came after the 1914-1918 period. 


@ As Mr. Cole recalls the rates of 
those days, The Saturday Evening 
Post was considered fabulously 
expensive at $5,000 per page 
around 1920. As magazines be- 
came more important to advertis- 
ing, Harper’s Magazine, the Cen- 
tury, the Outlook, Literary Digest 
and, of course, the Post emerged 
as the leaders. 

About 1918 came the end of 
complete rate card filing which, 
while inconvenient, had given the 
better organized agencies a lever- 
age against competition. It took 
time and money to build up and 
maintain a proper file of rate 
cards, and those agencies which 
had the best files were in a pre- 
ferred position. 

“Despite the advantage a top- 
notch rate card file gave the in- 
dividual agency,” said Mr. Han- 
ford, “I am sure no one today 
would wish to exchange it for the 
highly efficient and time-saving 
Standard Rate & Data Service.” 


@ The agency executives recalled 
that in the early 1900s mail order 


-|and medical ads were the back- 


bone of any agency’s billing. Bet- 
ter transportation and distribu- 
tion have changed the proportion 
of advertising from mail order to 
non-mail order greatly, and the 
better control of medical advertis- 
ing by the federal government has 
reduced this type of space to a 
small percentage of total volume. 

For the first 10 years of opera- 
tion of Lyddon & Hanford Co., 
there were not more than two or 
three competito: in Rochester 
and perhaps the®ame number in 
Buffalo. Competition was mainly 
from agencies operating out of 
Kansas City, Chicago and New 

‘ 


= For a present day comparison, 
27 agencies are listed in the Roch- 
ester city directory. Competition 


New Giant Art Handbook 3000 pro- 
fessional Idea & Copy starting dra 
ings & cartoons. Serving rec. 
Agencies, Natl. Advtsrs. ex- 
clusively. Users say “TOPS”. 

LOW FEES— FREE BROCHURE 
Stivers Studie 67 Mein: Sen Francisco 5 
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The magic of growing up. Yesterday, or so it seems, 
a shy little girl playing with dolls.’ 
Today...a glowing debutante dressiug for her first “formal.” 


*The HERALD is the dominating 
medium for reaching a perma- 
nent Gold Coast population 
of 1,171,000—from Ft. Pierce 
to Key West — plus a bonus of 
3,000,000 tourists — at one 
low cost. 


Florida’s Gold Coast has also done a lot of growing lately. In the last 
5 years, the area’s population has increased 59%...and retail sales to a fantastic 
$1% billion annually. 

The HERALD has kept pace. Its daily circulation has grown by almost 
50,000 copies; the Sunday edition by nearly 60,000. Its impressive_circulations 
of 316,990 on Sunday and 269,781 on weekdays provide puan? ‘caiaden 
coverage in America’s fastest growing major market. 


a. Story, Brooks & Finley National Representatives 
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among agencies is obviously farjers’ favor. His remarks went onjirate. Finally, he pulled a large,|profits that were relative)f” easy| own agency I well remember that 
keener. “But since advertising it- the air without the client’s okay. ‘fat wallet from his back pocket, ito achieve then. /such things as paper cup and 
self has become more fully ac- They turned out to be innocuous. slapped it on the desk and said:| Naturally, the take-home pay of towel supplies were actually scru- 
cepted as a selling tool, there is | Another anecdote: “Isn't my money as good as agency executives in those golden tinized as to cost.” 
less need to sell its advantages to| The previously mentioned Al | George Washington Hill’s?” days far outstripped that of their 
prospects,” Mr. Hanford noted. (Stewart and a former NBC vp! At this point the NBC vp said: present day equivalents, he said,|s There was no personnel prob- 
Veterans of the Rochester agen- were engaged in a hassle with the| “Yes, it is, Mr. ——, but there's | and it stayed that way until that|lem in the depression years. Top 
cy recalled that after World War I|top man of one of the agency’s/ just one difference—there’s not so'grim day in October, 1929, when| grade help was available on every 
there was a rapid increase in the leading clients over the time that|much of it.” [the crash came. hand for a song. The only problem 
tempo of advertising service. The| the client’s program should be put | Mr. Hanford pointed out that} was to find assignments for the 
country was growing fast and/on the air. s Mr. Hanford said “things were | the depression brought a _ big/ people. As the depression wore it- 
manufacturers were discovering; It appeared that Lucky Strike|rosy” in the agency business dur-|change in agencies. “No longer | self out through the late ’30s, com- 
the big sales gains that could be|/was grabbing all the good spots,|ing this period, and few agencies| were fat expense accounts okayed/|petition for business continued 
made through the medium of the |and the H&G client was becoming| operating today can show the net| with a wave of the hand. In our | very keen. There were fewer one- 


printed word. 

“Research became increasingly| 
important,” related Mr. Hanford, 
“although it is incorrect to say 
that advertising agencies had 
been without this tool even at the 
beginning. However, it was at this 
time that actual research depart-_| 
ments began to appear, headed by 
men whose sole function in the), 
agency was the development: of) 
data for the better understanding 
of media, markets and products.” 


| 
® Most illustrations in the early 
1900s were in line, but the end of 
World War I seemed to accelerate 
the use of halftones. Until about 
1920, percentage of line to half- 
tones was extremely high, chang- 
ing graduaily. 

Agency veterans pointed out 
that in the early 1920s radio sud- 
denly emerged as an important 
advertising medium. The Roches- 
ter agency, handling Stromberg- 
Carlson radio set advertising at 
that time, produced one of the 
first Blue network shows for the 
National Broadcasting Co. It was 
a half hour of symphony orchestra 
music—a presentation which had 
an excellent rating. The time 
charge, as Mr. Hanford recalls it, 
was considered “astronomical” at 
about $5,000 for the half hour 
show. 


® About this time, a client of the 
early ’30s, Enna Jettick shoes, re- 
quested a former president of the 
agency, Albert T. Stewart, to ob- 
tain the services of an outstand- 
ing entertainer for 12 minutes of 
radio time. Will Rogers was en- 
gaged at $12,500 for the 12 min- 
utes—just about an alltime high 
for radio talent cost in those days. 

An interesting sidelight demon- 
strating the independence of Will 
Rogers was his refusal to submit 
any copy or even an outline of 
what he intended to say. This 
caused a great rhubarb, which 
was finally resolved in Will Rog- 
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man shows in advertising, he re-| today who got their start between | 


called. 1940 and 1945 who still can’t get 
Presentations were made at the|the feeling that advertising is to 
agency, rather than at the ac-j|sell goods. 
count man level. This, of course,) “Agency heads during the war- 
has been a continuing trend. time period were driven almost 
ifrantic by the never-ending 
# Mr. Hanford noted that during|changes in plans and personnel 
World War II the shortage of mer-| that the war entailed,” Mr. Han- 
chandise caused a _ tremendous| ford recalled. 
change in the type of advertising! “Despite the lack of competi- 
prepared by the average agency.|tion, we at our agency: at least, 
It became strictly insti tional | did not find our net profit high 
and there are advertising! people|during this period. For one thing, 


37 


our quotations on production of|the imagination of advertising;merger trend of the past few 
‘advertising material could hardly|men. Mr. Hanford says no @ne| years. It is still a question as to 
‘keep pace with the rapidly as-|knows today whether this type of;whether the merging of small 
\cending costs. Also, the lightning-| research is in its infancy or about | companies into large ones will 
‘like changes in plans necessitated|to go out of the picture. |produce a larger or smaller total 
by shortages and governmental; The immediate acceptance of volume of advertising. It seem: 
edicts caused extra work for/|television by advertisers required conceivable that the former may 
which it was often impossible toj|a new adjustment in agency well be the case, since successful ‘ 
charge.” thinking, he noted. “Here was a companies tend to spend more for x 
third dimension and a medium advertising, and if the manage- 

s Following World War II, a} which appeared to do everything.” ments are right, their merged or- 
sharpening up of facilities was the| “Today,” concluded Mr. Han-' ganizations are going to be more 

trend everywhere. About this time|ford. “advertising agency princi-| successful.” 

motivation research began to stir|/pals are watching carefully the 

Bissell Drops Sweeper Price 


‘for Sept. 17—Oct. 31 Promotion 
Bissell Carpet Sweeper Co., 
|Grand Rapids, Mich., this fall will 
|devote its participation advertis- 
|ing on the “Home Show” and “To- as 
\day” over NBC-TV to a reduced 
price promotion of its “Grand 
|Rapids” sweeper. 
| The price reduction offer, lim- 
jited to the Sept. 17—Oct. 31 pe- 
‘riod, will also use point of sale 
material. N. W. Aver & Son, New 
York, is handling. 


The trend is clear. Letters, ’phone calls, 
surveys—everything points to the evolu- 
tion in daytime radio listening habits. 
People—your customers, bless ’em—want 
more intimate, easy-to-listen-to radio pro- | 
gramming. Feed them more music, more Th e 


on-the-scene local news, more community 

service, and they eat it up. pe J 
And audiences who get more of what b i , es L 

they want, give more of what you want: et 

attention . . . interest . . . desire. . . sales! e 
WBC’s been listening to the people. And gl 

so, on July 16th, WBZ+WBZA, Boston- St n e 

Springfield . . . KDKA, Pittsburgh ... 


KYW, Cleveland . . . and WOWO, Fort sel l ing 


Wayne will go all-local all day long. Hourly 


* 
‘ 


news reports, more weather, traffic and 

general service announcements, and more or ce 

music will fill the bill today’s radio audi- M 

ence prefers. | i n ? 


For the advertiser, this means more | " 
popular, top-rated time segments for your | 
spot buys. Plus WBC’s top power, top | C. d 
talent, top markets. For availabilities in ana a 
the new, better-than-ever daytime WBC | 
radio schedules, call A. W. “Bink” Dan- 7 
nenbaum, WBC Vice President-Sales at 


your mane WE peli, , 1,450,000 
NET 


| . 


ot 


LISTEN TO LISTENERS G60 PAID 


WESTINGHOUSE BROADCASTING COMPANY, INC, 
RADIO TELEVISION 
BOSTON—Wsz+W8ZA =BOSTON—WBZ-TV Ye EK 
PITTSBURGH—KOKA PITTSBURGH—KDKA-TV ‘ 


CLEVELAND—KYW CLEvVELAND—KYW-TV 
FORT WAYNE—WOWO SAN FRANCISCO—KPIX 
PORTLAND—KEX 


KPIX REPRESENTED BY THE KATZ AGENCY. INC. © ALL OTHER 
STATIONS REPRESENTEO BY PETERS, GRIFFIN, WOODWARD, INC. 
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Texas Co. Uses 
Conference Method 
as Sales Booster 


New York, July 17—The Texas 
Co. has adopted the conference 
method as a selling tool. 

The company has just completed 
the training of 700 salesmen on 
how to conduct conferences with 
small groups of service station 
dealers who sell Texaco products 
in ali 48 states and Canada. With- 
in the next four months these 
salesmen will hold 3,500 group 
meetings with dealers and dealers’ 
assistants. The total expected au- 
dience will be 50,000. 

The value of the conference 
method as opposed to direct sales 
talks or lectures, according to com- 
pany officials, is that it (1) 
insures group cooperation, (2) en- 
genders ideas, (3) meets argu- 
ments as they come up and (4) 
gets collective action in a given 
area. 

The method was explained last 


24.87 


OF SOUTH CAROLINA'S 


RETAIL SALES 


AMOUNTING TO ) 
$416,979,000. 


are in the COMPACT 


{| “in SOUTH 
St CAROLINA 


Total Retail Sales, and sales of 
Food, General Merchandise, 
Apparel, Furniture & Appli- 
ances, Autos, etc. are greater 
in the Greenville market of 
510,320 people in any 
other market in S. C. By every 
accurate measurement, Green- 
ville is your first market in 
South Carolina. 


Write us or WARD-GRIFFITH for 
information and for assistance in 
selling your products in the 
Greenville Market. 


week by Dr. John F. Mee, chair- 
man of the department of manage- 
ment of Indiana University’s school 
ef business, who has been a con- 
sultant to the Texas Co. since 1949. 


= Dr. Mee told the Sales Execu- 
tives Club of New York that 
“while the conference method has 
been widely used to promote un- 
| derstanding and even group analy- 
|sis of business problems, it can 


tool.” 


Texaco’s first application of the 
conference method at the service 
station level will be a sales effort 
called “Selling on the Driveway,” 
designed to help service station 
operators make more sales by 
checking one item each week for 
possible replacement or addition 
|on every car that rolls into their 
stations. 

A film showing suggested items 
to check and explanations to make 


| prove just as effective as a selling | to customers will be shown station 


| operators. 


British Stations Give Bonus 

AB.C. Television Ltd., London, | 
has announced that with the ex-| 
ception of “F” and “G” segments 
and 5-second shorts, all advertis- 
ers booking time on the Lancashire 
station will be given equivalent 
time on the Yorkshire transmitter 
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Gulf Oil Advances Two 

Gulf Oil Corp., Pittsburgh, has 
combined its advertising and sales 
promotion department and has 
named B. W. S. Dodge to head the 
new unit as director of advertising 
and sales promotion. Mr. Dodge 
was named director of advertising 


of the company last April. Gulf 
also has named E. F. Jacobs mer- 
chandising manager, a new post. 
Mr. Jacobs formerly was director 
of sales promotion. 


at no extra charge. All advertisers 
who have time booked in the Lan- 
cashire area will automatically re- 
ceive the Yorkshire audience, 
about 750,000 people, until Dec. 31. 
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Meme A&P SHOPPERS—THE WOMAN'S DAY AUDIENCE 


YOU DON’T SELL 


she’s part of the 60.4% 


| 


>> - 


Ma\\S 


Ce 
i 


THIS WOMAN WITH 
of WOMAN’S DAY 


Here’s why: Woman’s Day’s unique circulation method gives it 
a vast, unduplicated audience. Ordinary distribution outlets .. . 
subscriptions and newsstands . . . don’t enter the picture. Sold 


only in A&P stores to A&P customers, Woman’s Day has a cir- 


culation based on 100% single-copy voluntary sales. It’s bought by 
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ABP Finds Brand 
Names Winners Read 
Business Publications 


New York, July 17—A new sur- 
vey made by Associated Business 
Publications shows that 98% of 
brand name award winners are 
regular readers of business papers. 

The mail survey was made in 
April by Erdos & Morgan, inde- 
pendent research company, with 


Names Foundation. 

The study shows that of 358 re- 
tailers returning questionnaires, 
351 said they read business papers 
regularly, and seven occasionally. 
Of the 351 regular readers, 339 or 
96.6% said they read the adver- 
| tising pages of their business pa- 
| pers. Of these, 81.4% read the ads 
intentionally and 17.7% read them 
incidentally. 


® A total of 270, or 79.7%, of the 


the cooperation of the Brandggd readers said the advertising has 


lped them to make business de- 
cisions and 233, or 68.7%, said that 
the advertising had induced them 
to take direct action in he pur- 
chase of goods, adding new lines 
and in-store problems. 

A majority of the respondents, 
77.9%, think that the leading 
brands they sell are being adver- 
tised adequately in business” pa- 
pers. The dealers read an average 
of 2.97 merchandising papers each. 

Results of the survey are avail- 


lable in booklet form from Asso- 


ciated Business Publications, 205 
E. 42nd St., New York 17. 


Proctor Adds Outdoor 

Proctor Electric Co., Philadel- | 
phia, is currently using outdoor) 
bulletins as a summer-plus in the) 
promotion of its Mary Proctor Hi-, 
Lo Backsaver ironing tables. The| 
poster schedule includes San 
Francisco, Salt Lake City, Kansas 
City, Milwaukee, Cincinnati, Bos- 
ton and Pittsburgh. 


Y ck Te 


people out marketing and in the market for all kinds of merchan- 
dise. Whether you sell birdseed or bicycles, safety pins or safety 
tires, these are the people you want to reach. And you can doit... 
without waste or duplication ...only in WoMAN’s Day. 

GET YOUR A&P CUSTOMERS HERE 


LIFE, L.H.J., AND McCALL’S COMBINED 


readers these 3 other magazines don’t reach" 
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Revion Sales)Up 133% Over ‘55 


Revlot Inc,/sales for the first six 
months of 1956 are reported at 
$40,800,000, an increase of almost 
133% over the same period last 
year. Second quarter sales were 
$20,650,000, a rise of $500,000 over 
the first quarter. Net profit for the 
first six months is expected to to- 
tal $3,708,000, compared with net 
profit of $3,656,009 for the entire 
year of 1955. 


Conti Agency Adds Two 

Conti Advertising Agency, 
Ridgewood, N. J., has been ap- 
pointed to handle advertising for 
Isotope Specialties Co., Burbank, 
Cal., subsidiary of Nuclear Corp. of 
America and producer of organic 
and inorganic radio-chemicals, and 
Airtronics Inc., Bethesda, Md., a 
subsidiary of Harris-Seybold Co. 


Slater Named Exec VP 

George A. Slater, senior vp of 
Mumm, Mullay & Nichols, Co- 
lumbus, has been appointed to the 
new position of exec vp. Mr. Sla- 
ter has been with the agency since 
1938. 


WJAC-TV is the Number 
One Siation not only in 
Johnstown, but in Altoona 
as well, and this one-two 
punch covers an area that 
rates 4th in the rich state of 


Pennsylvania, and 28th in 
the entire country! 


Well over half a million 
(583,600, to be exact) tele- 
vision families look to 
WJAC-TV for the best in 
television entertainment. - 


Add to this the free bonus of 
WJAC-TV coverage into 
Pittsburgh, and you have a 
total market for your sales 
message that just can’t be 
overlooked, if you really 
want to tap the potential of 
Southwestern Pennsyl- 
vania! 


woman’s day 


“SOTH STARCH’S CONSUMER MAGAZINE REPORT DATA 


the A&P magazine 
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( Network Gross Time Charges 


Source: Publishers Information Bureau 
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EVANSVILLE ARE ee oe 
% Jan.-May Jan.-May % 
oe May, 1956 May, 1955 Change 1956 1955 ~ Change 
ef ABS (kf ccvece $ 6,639,132 $ 3,606,427 +84.1 $ 32,361,238 $ 18,226,301 +77. 
wecialeaneiiag 18,260,894 15,978,682 +143 88,563,636 77,967,657 +-13.6 
eG; 273,640 —— —— 2,685,835 —_— 
titel 15,710,403 13,591,687 +15.6 75,342,803 66,572,049 +13.2 
«++ $40,610,429 $33,450,434 +21.4 $196,267,677 $165,451,842 +18.6 


NETWORK TELEVISION TOTALS TO DATE 


ABC cBs NBC Total 
$ 6,382,046 $ 17,820,455 $ 14,695,116 $ 38,897,617 
6,418,210 16,928,361 13,845,000 37,191,571 
7 6,747,928 17,884,976 15,955,488 /40,588,592 
- In the Evansville 16-county Market... © 6,173,922 17,668,950* 15,136,596 “ 38,979,468" 
There is NO Substitute For These Newspapers be 6,639,132 18,260,894 15,710,403 40,610,427? 
a $32,361,238 $ 88,553,636 $ 75342803 $195,2 7:77 


* ’ 
THE EVANS VEL _TME EVANSVILLE 0S ee 
~ 3 


Courier! Preag | cope 


Represented Nationally by General Advertising Dept. Scripps-Howerd Newspapers 


| *Revised as of June 28, 1955. 
**Effective Sept. 15, 1955, DuMont Television Network changed from a national net- 
| work to a local operation. 
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All postmarks are actual reproductions. Post offices mentioned in the text really exist. 


There's plenty of Long Green (Md.) in America’s 
true small cowns. Penny (Ky.) and Nickell (Ky.) 
are only the beginning. There are thousands more. 

Your true small town combines a population of 
2500 or less with a location beyond the orbit of 
any major city. It's an uncomplicated place where 
traffic-light salesmen find slim pickings. \ 

But not advertisers. For here is America’s least 
exploited market—simply because most magazines, 
and even most TV stations, don’t reach it. Actually, 
there's ome publication—just one—that scores a 
bull's-eye in it. That publication is Grit. A thun- 
derous 58.589 of Grit’s 800,000-plus circulation is 
delivered in small towns—a greater proportion by 
far than that of any other national magazine. 

There's nothing else like Grit. It reflects small- 
town attitudes and interests with the fidelity of a 


Fart XS NEWSPABER 


About money, and 
small towns, and 


advertising in Grit 


150-line-screen engraving. It reports and interprets 
news, covers household and workshop activities, 
entertains, inspires. It's as optimistic and whole- 
some as the people who read it. 

These people buy Grit-advertised products. 
Twenty reader surveys—one each year—have dem- 
onstrated beyond doubt that advertising in Grit 
increases small-cown preference for any consumer 
product. 

Cost? You can buy a consistent, dominant cam- 
paign for about $1 per year for each of Grit’s 16,000 
towns. That's an expenditure plenty Tiny (Va.) for 
a return that can be Mammoth (Ariz., Mo., Pa., 
Utah, W.Va.). 

Grit Publishing Co., Williamsport, Pa + Represented by Scolaro, 


Meeker & Scott in New York, Chicago, Detroit, Philadelphia; and by 
Doyle & Hawley in Los Angeles and San Francisco 
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Fewer Were Brewers 
in ‘55, Says Annual 
of ‘American Brewer’ 


New York, July 17—The annual 
directory of breweries issued by 
American Brewer last week shows 
‘that while over-all beer sales are 
increasing, 15 brewing plants in the 
U.S. discontinued operations in the 
past year. 

In addition, seven plants have 
been acquired by major breweries: 
National Brewing Co., Baltimore, 
bought Marlin Brewing Co., Or- 
lando, Fla.; Frankenmuth Brewing 
|Co. formed International Brewer- 
‘ies and took over Iroquois Bever- 
|age Corp., Buffalo; Burger Brew- 
‘ing Co., Cincinnati, bought out 
;Burkhardt Brewing Co., Akron; 
| Falstaff Brewing Corp., St. Louis, 
acquired Mitchell Brewing Co., El 
| Paso, and Galveston-Houston 
| Breweries, Galveston; Carling 
| Brewing Co., Cleveland, bought 
|the Frankenmuth, Mich., plant of 
| International Breweries, and Jos. 
|Schlitz Brewing Co., Milwaukee, 
bought the George Muehlebach 
Brewing Co., Kansas City, Mo. 


® The Carling Brewing Co. plant 
at Natick, Mass., was the only new 
brewery added to the U.S. roster. 

Two new plants have been 
placed in production in Canada— 
the LaBatt brewery in Montreal 
and Molson’s new plant at Toron- 
to. 
The current American Brewer 
directory also lists executive per- 
sonnel, brands, capacities and bot- 
tling lines for the 526 operating 
brewery plants in the U.S., Canada 
and Latin America. Advertising 
agencies handling brewery ac- 
counts have been added to the di- 
rectory. 


Henri, Hurst Names Two 

Henri, Hurst & McDonald, Chi- 
cago, has appointed Robert E. 
| Franklin an account executive and 
Sid Stine an art director. Mr. 
| Poaaline formerly was an account 
| executive with McCann-Erickson, 
'Cleveland; Mr. Stine has been in 
‘commercial art activities in Chi- 
‘cago, Cleveland and Detroit for 
| the past Sas years. 


|Thaine Youst Joins Mathes 

| Thaine Youst has joined J. M. 
Mathes Inc., New York, as direc- 
tor of the agency’s marketing and 
merchandising department. He 
|was formerly senior merchandis- 
| ing executive at Lennen & Newell. 


Note worthy 
_ g OR NOT WORTHY 


é One little letter makes this big 
difference, A before-and-after 
JAY P tree booklet proves our point. 
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TO MAJOR APPLIANCE MANUFACTURERS, DISTRIBUTORS AND RETAILERS— 
AND AD AGENCIES, BANKS AND UTILITIES... 


U. S. Steel announces 


reg Pond Loran 


aes 


U. S. STEEL'S NATIONAL AND LOCAL 
ADVERTISING WILL BLANKET THE COUNTRY 


1 § 
i 
if 
| 
} 
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ON COAST-TO-COAST TV . . . 6 com- 
mercials on the United States Steel 
Hour will urge families to “Make it 
a White Christmas . . . Give Her a 
Major Appliance.” Each commer- 
cial will be seen by 25 million people 
during November and December. 


IN OVER 300 NEWSPAPER ADS... 
U. S. Steel will sell major appliances 
in major markets across the country. 
These impressive, big-space ads will 
support local tie-in advertising by 
manufacturers, distributors, dealers, 
banks, and utilities. 


BY “SATURATION” RADIO . . . The pro- 
motion theme, “Make it a White 
Christmas ... Give Her a Major Ap- 
pliance” will be beamed to 85% of 
the country’s population three times 
a day for two weeks to help build 
recognition for your tie-in ads. 


WITH NEWSPAPER SUPPLEMENTS .. . 
U. S. Steel will provide newspapers 
across the country with a speciai 
multi-page supplement containing 
high-quality editorial material and 
tested sample ads. This supplement 
will give your ads extra impact. 


Here’s how major appliance manufacturers, distributors, retailers, banks, 
ad agencies and utilities can make the most of “Operation Snowflake” 


Send for the free promotion kit for the complete story on “Snowflake” 


Major appliance manufacturers: Feature the 
“White Christmas” promotion symbol and 
theme in your own national advertisements . . . 
encourage your distributors and dealers to tie-in 
with the hard-hitting promotion . . . offer special 
cooperative advertising material. 


Advertisi 
major a 


THIS FREE “OPERATION SNOWFLAKE” 
KIT WILL GET YOU STARTED 


It contains the ingredients with which you can 
build your own “tailor-made” 
“Snowflake” promotion. 
8 merchandising tags for appliances and windows, 5” x 
5”... four are red and white, four green and white. 
2 streamers for walls, windows and appliances, 84” x 
54”; red, green and white. 
4 benefit banners, 14” x 5%”... 
white and two are green and white. 
1 poster, in color, 36” x 22”. 
Reproduction art sheet which includes finished art for 
direct mailer, newspaper ads. 


Merchandising plan book containing suggested news- 
paper ads and radio scripts, display ideas, available 
TV commercials. 


two are red and 


UNITED osares acne 


| Agencies: If one of your clients sells 
iances, or will profit from the in- 
creased sales of major appliances, show him how 
he can tie-in with the “Operation Snowflake” 
promotion. Use the promotion symbol and 
theme in both local and national advertising. 


lays. 
motion theme, “Make it a White Christmas .. . 
Give Her a Major Appliance,” and the symbol. 


Utilities: 


Increased appliance 
service loads for you. So tie-in with “Operation 


kit. Feature the symbol and theme in your ads. 


Banks: The increased sale of major appliances 
means more consumer credit business for your 
bank. Team up with the sales drives of your ep- 
pliance dealer and distributor accounts. Set up 
lobby and window displays. Advertise the pro- 
motion wherever you can. 


sales mean bigger 


Robert C. Myers, Director 


Market Development Division 
United States Steel 


Pittsburgh 30, Pa. 


Name 


Please send me the free ‘Operation Snowflake" Promotion K:t. 


Firm 


Address. 


State 


City 


Please indicate type of business: Advertising Agency (_] Manufacturer |] Distributor [] Retailer} Utility [_] Bank (] Other 
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This Week in Washington... 


Break Law ‘Consistenily,’ FTC Says 


By Stanley E. Cohen 
Washington Editor 

Wasuincton, July 18—If you 
are going ta break a state law 
forbidding advertising allowances, 
says Federal Trade Commission 
Hearing Examiner Frank Hier, 
break it consistently. 

The issue arose when Chevy 
Chase Dairy, Washington, pointed 
out that Virginia State Milk Com- 
mission regulations forbid coop- 
erative advertising of dairy prod- 
ucts. 

Testimony before Mr. Hier 
showed that the dairy has been 
giving allowances to 23 of its big- 
gest customers, including chains 
with outlets in Virginia. But more 
than 1,000 other retail outlets re- 
ceived no assistance. 

In his order, which is subject to 
review by the FTC, Mr. Hier reit- 
erates that Chevy Chase must 
make advertising allowances avail- 
able to all on proportionately equal 
_ terms. “If the respondent violates 
local regulations for some,” he 
said, “it must do so for ali, or quit 
the practice entirely in that juris- 
diction.” 

. s . 


UHF Revisited: Rep. James M. 
Quigley (D., Pa.), who has five 
uhf stations and one vhf station in 
his district, doesn’t think much of 
the Federal Communications Com- 
mission. During hearings of the 
House anti-trust subcommittee last 
week, he complained that the FCC 
has talked a great deal about the 
need to help uhf, but has gone 
right along giving vhf stations 
more power, and more favorable 
antenna sites so that uhf stations 
find it increasingly difficult to 
compete. 

When FCC Chairman George C. 
McConnaughey insisted that the 
commission’s recent report pro- 
posing ultimate transition to an 
all-uhf system represented a big 
step forward to help uhf, the con- 
gressman passed the point of self 
restraint: “I don’t think that re- 
port is worth the paper it’s writ- 
ten on,” he exclaimed. “It was just 
something you rushed out on the 


eve of the hearings of this commit- | 


tee.” 

The FCC’s handling of the uhf 
problem “is the best argument ever 
presented against socialism,” he 
observed. “It ought to be taught to 


sales per family ore 
higher in New London 
than in any other Con- 
necticut city with a pop- 
viation of 25,000 or 
over, 

And the only way to 
sell this isolated area is 
with its only newspaper 
—-THE DAY. No other 
Poper even touches New 
london. 

SOURCE cil figures: $.M. 
"56 Survey 


Notional Representatives: 
GUMAN, NICOLL & RUTHMAN 


every school child in America, to 
show what comes from government 
regulation.” 
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Labeling Potatoes: Remember | 
|when grade labeling was a red-hot | 


ners denouncing it as socialistic? | 

Memcries of those by-gone days | 
were stirred this week as the Red | 
River Valley Potato Growers Assn. 
tried to stimulate senatorial inter- 
est in legislation providing for 
compulsory grading, inspection and 
labeling of all potatoes entering 
market channels. 

Legislation to carry out this pro- 
posal is stalled in the Senate and 
House agriculture committee, part- 


issue, with consumer groups plug-|ly because members of Congress 
ging for federal action, and can-|are still a bit gun-shy when the 


'market, would correct many. of 


beling issue comes up. 
But the growers say the label.ng | 
program, to keep “culls” off the) 


the evils of the potato industry, 
and go a long way toward giving 
the consumer a better product. 
* * ° 
Textile Subsidy: With Congress 
rushing toward adjournment, the 
Senate agriculture committee des- 


|perately searched for a plan to help) 


U.S. textile mills regain some of the 
ground they have lost in the world 


Advertising Age, July 23, 1956 


|market. The American Farm Bu- 


reau Federation is proposing a 
subsidy to the mills. The National 
Cotton Council thinks the subsidy 
should go to exporters. The AFL- 
CIO favors a plan which would 
enable mills to buy 750,000 bales of 
surplus government cotton at dis- 
tress prices. The State Department 
is against anything that might cre- 
ate ill will abroad. 

Best guess is that the problem 
will be referred to the Tariff Com- 
mission with a request that it in- 
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Advertising Age, July 23, 1956 


vestigate, and draft some sugges- 
tions for consideration of Congress 
when it returns. 
6 + 7 
Burgeoning Air Traffic: In 1955, 
says the Civil Aeronautics Admin- | 


¥ 
a 
= 


Complete information about the 


amount of air traffic handled by 


Commerce Traffic Pattern,” avail- 
able for 50¢ from the sales and 
distribution division, Department 


istration, Miami, Detroit and At«0f Commerce, Washington 25. 


lanta joined the ranks of U. S. cit-| 
ies that enplaned over 1,000,000 
passengers. Previously the 1,000,- | 
000-plus group numbered only, 
five—New York, Chicago, Los An- | 
geles, Washington and San Fran- | 
cisco. 


The report shows that airlines 
carried 37,226,432 passengers, up 
17.59% from 1954. The 22 “large 
hubs,” cities which each produce 
at least 1% of the national total, 
had a 17.37% increase, while the 


\“medium hyps,” which each pro- | 


43 


| duce 25% to .99%, increased up the backlog of cases carried | president of the Eastern New Eng- 
/19.49%. The “small hubs” (.05% |over from earlier years, and his|land chapter of National Industrial 


‘“non-hubs” (less than 0.5%) 
19.21%. 
°e e. 6 

Hansen Praises Barnes: New An- 
ti-Trust Chief Victor R. Hansen 
|took office, and pledged that he 
‘will continue the policy of “vigor- 
ous but fair” anti-trust enforce- 
ment staked out by former Anti- 
Trust Chief Stanley N. Barnes. He 
praised Barnes’ success in cleaning 


|U. S. cities is contained in “Air|to .24%) gained 14.48% and the | emphasis on contempt proceedings) Advertisers Assn. Other officers 


for violation of outstanding de-|include G. Lincoln Ryther, Meiss- 
crees. “This policy of hard-hitting | ner & Co., Boston, vp; G. Frederick 
but even-handed enforcement, I|Sterns, Dickie-Raymond, Boston, 
will make every effort to carry|secretary, and George F. Mc- 
on,” Mr. Hansen said. |Roberts, Whitin Machine Works, 


NIAA Chapter Elects Wood 


Whitinsville, Mass., treasurer. 


Jordon D. Wood, manager of |‘Newsweek’ Promotes Seidler 


public relations and advertising of 


Francis Seidler has been pro- 


Jones & Lamson Machine Co.,/moted to European advertising 
Springfield, Vt., has been elected | manager of Newsweek. Mr. Seidler 


has been assistant European ad 


With wnaq’s historic Color 


a new era of entertainment 


“break-through” in Chicago, 
and advertising is here! 


wnBQ is now the world’s first All-Color Television 
station. All live studio programming is telecast in full 
color . . . complete with Color commercials. 

And Color is spreading rapidly over all of the Tele- 
vision stations represented by NBC Spot Sales. komo-Tv 
Seattle is the only completely equipped Color station in 
the Pacific Northwest. xrca Los Angeles and wrca-tTv 
New York are now telecasting live programs in Color. 

Right now, all NBC Spot Sales Television stations 
are fully equipped to transmit in Color . . . and are well 
on the way to All-Color local programming. 


There’s always something extra on the stations 


represented by NBC Spot Sales. 


manager since 1953. He operhtes 
out of London. Rene Pervilhac, 
formerly U.S. advertising sales 
manager of Bottin Mondial, inter- 
national business register, has 
joined Newsweek’s European sales 
staff. 


Bloch Opens PR Oftice 

Robert W. Bloch, formerly with 
Dine & Kalmus, New York public 
relations company, has opened his 
own office as a public relations 
counselor at 20 E. 53rd St., New 
York. 


Right Here 
Is Where ap 


30% ot =o 


Retail Sales 
Are Made 


| ‘Golden Belt : 
of the South 4 : 


Pai 


Golden Belt Retail Sales 


$947,245,286 


Total Retail Sales for the 33 
Golden Beit Counties, 12 months 
ending June 30, 1955, as reported 
by N. C. Dept. of Revenue. 

THIS IS A GAIN OF 5.3% OVER 
THE PREVIOUS 12 MONTH PERIOD. 


xkwekk 


Get full and complete coverage 
of this top-ranking agricultural- 
industrial market with— 


Morning & Evening — 143,433 
Evening & Sunday — 153,804 
(ABC Pub. Statement 3/31/56) 
Represented by THE BRANHAM COmPANY 


North Carolinas... 
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AMERICAN WEEKLY : AMERICAN WEEKLY 


it's a big event n most families when a new washer or 


refrigerator arrives. 
ing’ ’ : 


The neighbors come in for a ‘‘show- 
and the whole family beams with pride. Appliances 


are really famil) «‘fairs—so essential to modern living. They 
make the whole >.ng want to pitch in and help out...turn 


work into family. ‘in. 


The AMERICAN WEEKLY ISA 


family Affair — | 


This friendly Sunday magazine is ‘‘hep’’ to a// mem- 
bers of the family — what they think, what they do, 
what they want. It features gardens and groceries... 
finances, fashions ... pills and pets — all the things 
most important to Mom, Dad and the kids. 


Families now have more free time than they 
ever had before. And behind much of this 
welcome increase lies the blessing of modern 
appliances. The American Weekly enthusi- 
astically supports this happy trend with fre- 
quent reports on what’s new in appliances. . . 
frequent suggestions on how to use appliances 
to improve the efficiency and beauty of the 
home. Coming up in October — “Live 
Better, Be Happier”—a multi-page American 
Weekly feature dealing with electrical 
household servants, wonderful surround- 
ings, indeed, for appliance advertising. 


The American Weekly’s vast audience of over 


10 million families buys over 6 million new 
appliances a year. Last year, for example, they 
bought more new toasters than the readers of 
any other magazine. 


Because it is dedicated to family living, The 
American Weekly has a powerful impact on 
family buying. Bulk of its readers live in the 
wealthy Blue Ground of Sales where 7 out of 
10 retail dollars are spent. Have your Ameri- 

can Weekly representative tell you more 
about this huge reservoir of concentrated 
buying power. He has a new marketing ap- 
proach that may well revolutionize your sales 


AMERICAN WEEKLY 
The Magazine of Family Affairs 


PHILADELPHIA BULLETIN © PITTSBURGH SUN-TELEGRAPH « PORTLAND OREGONIAN « ST. LOUIS GLOBE-DEMOCRAT « ST. PAUL PIONEER PRESS « SAN ANTONIO LIGHT 
SAN FRANCISCO EXAMINER « SEATTLE POST-INTELLIGENCER « SYRACUSE HERALD-AMERICAN + TAMPA TRIGUNE « WASHINGTON POST & TIMES-HERALD » WICHITA BEACON 
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LOWER COST PER THOUSAND 


THE Based on A. B.C. 
AMERICAN —— 
WEEKLY 


FIGURED ON 4-COLOR PAGE COST—ONE TIME 


Source: Starch Sist. Adnorms Report 7/54 — 6/55 
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Trading Stamps, 
Not ‘Economical,’ 
Says Margolius 


(Continued from Page 2) 

price than the trading stamps now 

' being given away by many stores. 
“In some cases, now that many 
mass supermarkets are giving 
stamps, you may get good com- 
parative value along with the 
stamps. But the danger is that you 
will pass up good buys at other 
stores in order to accumulate 
stamps, or even be coaxed into 
higher-priced stores to get their 
stamps. 
“Our investigation shows,” Mr. 
Margolius says, “that the stamps 
offered by a typical large super- 
market chain actually are equal to 
about 2% discount. 
“You get a book of 1,200 stamps 
for every $120 of purchases, or, a 
stamp for every 10¢ you spend. A 
typical premium like a _ toaster 
that has a list price of $20, but ac- 
tually can be bought for $16 or 
even less at many appliance shops, 
requires 6% books, or total pur- 
chases of $750. This is a bonus of 
a little over 2%. A set of dish 
towels worth about $1.75 requires 
one book. In this case the premi- 
um’ represents only about 1%% 
discount.” 


@ Comparing the total cost of a 
list of 30 food and household items 
at a iarge chain offering stamps 
with one that doesn’t, Mr. Mar- 
gclius says: 
“The list cost $10.26 at the chain 
that doesn’t give the stamps, and 
$10.48 at the one that does. The 
difference in cost is just about 2%, 
and equal to the value of the pre- 
miums. 
“However, the chain giving the 
stamps proved to be approximately 
equal in values offered to a third 
chain that does not give stamps, so 
here the premiums do represent a 
saving. 
“The best money-saving shop- 
ping technique, and the one that 
trading stamps are aimed at coax- 
ing you to abandon,” Mr. Margoli- 
us says, “is to compare values and 
specials offered by the different 
markets in your neighborhood each 
week and go to the store that has 
the best buys, whether or not it 


Where t Buy it 
@ How 6 Qllit 


~aeeee® NOW COMBINED IN 
ONE PUBLICATION! 


@ The authoritative guide on buying and sell- 
ing in the hardware industry, used daily by 
39,000 hardwaremen. Closes Oct. 15, 1956. 
Get complete information, clip this ad and 
write... 


HARDWARE RETAILER 
964 North Pennsylvania Street 
indianapolis 4, Indiana 


|gives stamps. 

“Premiums, attached to individ- 
ual products such as dry cereals, 
have another and costlier aim,” he 
says, namely, “to get you to over- 
look the actual high cost. Perhaps 
the worst example is the highly- 
advertised brands of breakfast 
cereals which use premiums as a 
device to get kids to pressure moth- 
ers into buying various brands. 
They use television heavily for this 
purpose 


“This department's investiga- 


tion,” Mr. Margolius says, “shows 
that the cereal 
plugging premiums most heavily 
are actually offering the poorest 
values in the food itself. 


® “For example,” he says, “one 
rice cereal offering a comics-book 
premium is priced at 17¢ for a 4%- 
ounce box compared with an un- 
advertised-brand rice cereal priced 
at 19¢ for an 8-ounce box. Corn 
cereals offering various premiums 
cost typically 24¢ for a 10-oz. 
- 


package compared with 18¢ for the 


manufacturers | 12-0z. package of an unadvertised- 


brand. 

“The high-price breakfast cere- 
als with premiums reach their peak 
of cost in the variety box of indi- 
vidual servings. A survey by the 
New York State Extension Service 
found that those variety packages 
actually cost two to three times as 
much per serving as larger boxes 
of the same or similar products. 

“Not only are premiums often 
used to get you to buy items which 
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are proven poor comparative val- 
ues,” Mr. Margolius says, “but 
there is also noticeable exaggera- 
tion of the value of the premiums. 
Manufacturers of various prod- 
ucts such as soaps, toothpastes and 
other toiletries and equipment are 
offering such premiums as a blouse 
for $3, claimed to be worth $10; 
stockings at $1, claimed to be worth 
$2, etc. 


s “Admittedly,” Mr. Margolius 
says, “some of the premiums do 


FACTORY defines its audience 


EVERY FIELD OF MANUFACTURING 
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offer gcod value at their cut prices. 
For example, one brand of tooth- 
paste is offering 15 items, includ- 
ing watches, dolls, mixers, house- 
wares and sports equipment, at re- 
duced prices. The toothpaste pack- 
age includes a certificate for tak- 
ing advantage of this offer. The 
toothpaste itself happens to be 
among the costlier brands. If you 
buy it a couple of times to get the 
premiums you want you may be 
ahead of the game. But if you con- 
tinue to buy it, you'll be paying 


about twice as much for toothpaste 
as you need to.” 


Silverman Named Exec VP 

Mort Silverman, for the past six 
years general manager of WMRY, 
New Orleans, has been named 
exec vp and general manager of 
Southland Broadcasting Co., oper- 
ator of WMRY and KCIJ, Shreve- 
port, La. John Revisore, formerly 
commercial manager of WMRY, 
has been named station manager; 
Mike Verges succeeds him as com- 


— 


mercial manager. }) 
been named stati: 
KCIJ. Mr. Silver 
nounced WMRY w 


lanager of 
has an- 
ontinue its 


100% Negro progr®m ing policy, 
and KCIJ will spe: - in “coun- 
try-western ente) . pt with 
complete news co‘ 
‘Nation's Busines. ~ >points 
Nation’s Busine \\ashington, 
has appointed G*.. & Rogers, 
Philadelphia, to h:!\\~ space ad- 
vertising. The pub!. ation plans 


paign telling of “its steady growth | 
in advertising linage,” which in-| 
creased 22% during the first six 
months of 1956. Royal & deGuzman 
formerly handled the account. Me- 
dia Promotion Organization, New 
York, will continue to handle di- 
rect mail and special promotion 
projects. 


Raytheon Names Stevens 
Raytheon Mfg. Co., Waltham, 
Mass., has appointed Van M. 


AIR CONDITIONING, HEATING, VENTILATING EQUIPMENT 
BUILDINGS, BUILDING MATERIALS & SERVICES 
MAINTENANCE TOOLS & SUPPLIES 
ELECTRICAL EQUIPMENT 

- TRAINING, SAFETY & EMPLOYEE WELFARE SUPPLIES 
INDUSTRIAL PLANT SITE 


INSTRUMENTS & METERS PRODUCTION CONTROL SYSTEMS & EQUIPMENT 
LUBRICANTS & LUBRICATING EQUIPMENT PRODUCTION MACHINERY 

MANAGEMENT CONSULTANT & OTHER SERVICES PRODUCTION TOOLS, EQUIPMENT & SUPPLIES 
MATERIALS HANDLING EQUIPMENT WELDING & GAS CUTTING EQUIPMENT 


This list of some major product categories is intended as a guide to advertisers and 


MATERIALS FOR PRODUCTION 
MECHANICAL RUBBER GOODS 
PACKAGING & SHIPPING MATERIALS 
PAINTS, PAINTING EQUIPMENT & PRODUCT FINISHES 
POWER GENERATION AND DISTRIBUTION EQUIPMENT 
POWER TRANSMISSION EQUIPMENT 


agency people who want to sell to the manufacturing industries. 


It makes good sense to advertise in FACTORY any product from any one of these categories. 


The chart opposite graphically shows that FA 

very specific audience: the Plant Operating G 
Only FACTORY serves this vitally important plant management group . 
entirely and exclusively. 


The Plant Operating Group has been proved (in the NIAA Survey of Industrial 


Buying Practices, for one) to be the most influential in initiating plant purchases 


and in the final selection of vendor. 


FACTORY’S circulation 


than any other businesspaper. 
We think FACTORY can help you sell to the 


manufacturing industries. We'd like to show you how. 


A McGRAW-HIGL PUBLICATION + 330 WEST 42ND STREET, NEW YORK 36, WN. Y. 


RY concentrates on a 


p across all the manufacturing industries. 


. . over 62,000 . .. includes more subscriptions from this group 


FACTORY. 


aonpernegy ane pris: sopoda in 


47 


Shipley has |a strong promotion space cam- | Stevens Jr. advertising and sales 


promotion supervisor of its equip- 
ment marketing department, with 
responsibility for marine and avi- 
ation products and the Radarange 
electronic cooking ovens. He for- 
merly was an account executive 
of Donald W. Gardner Advertis- 
ing, Boston. 


Burnes Joins ‘Times-Star’ 

Myron I. Burnes bas been ap- 
pointed manager of general adver- 
tising of the Cincinnati Times-Star, 
succeeding Philip Cottrell, who has 
retired after 33 years with the 
newspaper. Mr. Burnes has been 
with the Philadelphia Inquirer for 
more than five years, most recent- 
ly as marketing manager in the 
newspaper’s New York office. 


Housing Guild Names Gamut 

Housing Guild Inc., Smithtown, 
N.Y., has appointed Gamut Inc., 
Garden City, N.Y., to handle its ad- 
vertising. The account was pre- 
viously handled by Diener & Dors- 
kind Inc., New York. 


ALL SALES ARE 


LOCAL 


The men who buy construction 
equipment ... the men who sign 
the checks . . . these are the men 
you have to reach to sell your 
products! These men buy /ocally 
and to sell them you have to sell 
right out where they work... 
where they live. That’s why... 


ACP REGIONALS SELL 


LOCAL 


CONSTRUCTION MEN 


Men who do the work — men who buy 
equipment are the men who read Asso- 
ciated Construction Publications! 7 out 
of 10 prefer ACP books. What's more, 
they read and re-read ACP books be- 
cause on these pages they find the local 
news construction men need. For ex- 
ample, last year ACP featured 11,255 
pages of bid news, 2,086 pages of equip- 
ment news, 2,416 pages of local job re- 
ports. For more facts on ACP write: 
George Stewart, Sec’y, 6 South Orange 
Avenue, South Orange, New Jersey. 


HERE THEY ARE (//04 


B. 
— 


= - & 
ect aaa WY: 
te 
Yan é Le | 
- s s . Be 
in advertising any one of these? | 
tt ys 
a a 
a > 
| i 
a 
ty es Recess Vigna | KaeusOty. Mart 
| ; Valley ig 
7 ee a 
; a mis 
| a RET oT ie ? 5 
Construction News Southwest teuikter & : 
i ; poy ay 
i Sassen Gongs "Dalisn Tense hes 
| 1. En 
| aie 
| : eee P Sa 
ti ; ie 


7 
* 
d 
hs 
"= 
i 
ark 
ae 
ie 
ree 
ev 
} 


Ps 


PPOR, AST Privy 


NEW HOME—Grant Advertising, Miami, has moved into this new 
building at 13th St. and 2nd Ave., S. W. The two-story, air-condi- 
tioned building was built at a cost of $150,000. 


Redell Rost Zimmerman McClellan 


PROSIT—New officers of Illustrators & Designers, Milwaukee, toast 

each other in a popular Milwaukee product. They are Tom Rost, 

president; Ray Redell, vp; Norman Zimmerman, secretary, and Wil- 
liam McClellan, treasurer. 


 . 9 ey ete ae , — SHOW & ART—Gene Walz (left), new art buyer of exhibition of drawings by western artists Betty 
is = Sant bie i" bi alt ~< ; : Foote, Cone & Belding, and Earl Gross, president of Brader and Marget Larsen, for Joseph Magnin, West 
Stevens-Gross Studios, relax at the opening of an Coast specialty stores. At right is a sample of the art. 


QUANTITY—The San Francisco Brewing Corp., brewer of Burger- 
meister, is promoting quart can sales with this poster in 2,000 loca- 
tions in the West during July and August. Burgie, which says it is 
the first Pacific Coast brewer to market beer in quart cans, will 
play up the economy and convenience theme with campaign sup- "; 
port on radio and tv. Batten, Barton, Durstine & Osborn, San Fran- 

cisco, is the agency. 


Fitch Roth D’arc 
uPLIFTER—Movie starlet Gieselle D’arc, queen of the western packag- 
CHEVVYMEN & FRIEND--Junketing Bob Hope stopped off chief engineer, took over as general manager. With ing and materials handling exposition in Los Angeles, demonstrates 
in Detroit recently to talk over television plans Mr. Cole and Mr. Hope are W. G. Power, adver- * the man-moving qualities of a Towmotor lift truck. Passengers are 
with executives of his sponsor, Chevrolet, and its  tising manager; W. E. Fish, general sales manager, —4ifreq H. Roth, sales promotion and advertising manager of Tow- 
agency. By coincidence, the occasion marked the and H. G. Little, president of Campbell-Ewald Co., motor Corp., Cleveland, and Thomas A. Fitch, president of Irving G. 
first. Chevrolet function since E. N. Cole, former Chevrolet’s agency. King Co., Los Angeles distributor. 


NEOPHYTE — Keith 
Ballantyne, Iowa 
State College stu- 
dent who won a 
$1,000 agricultur- 
al advertising 
scholarship from 
Klau-Van Pieter- 
som-Dunlap 
(AA, May 7), dis- 
cusses an adver- 
tising brochure 
with A. R. Mc- 
Ginnis, president 
of the Milwaukee 
agency. Mr. Bal- 
lantyne is spend- 
ing three months 
working at the 
agency. 


POOR RICHARD ELECTS—New officers of the Poor Norristown Times-Herald, and Sidney Jenkins, 
Richard Club, Philadelphia, pose for a photograph. assistant publisher of Farm Journal Inc., vps; Al 
They are Al Rexford, Rexford Inc., president; McCrea, Geare-Marston Inc., secretary, and Edwin 


Joseph McClelland, advertising manager of the R. Cox Jr., Atlantic Refining Co., treasurer. 
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if we quit now wed be ahead 


80 Fifth Avenue - New York 11, N. Y. 


Forbes Had More Pages of General 
Advertising In the House On June I 
Than it Carried All Last Year! 


We could call in all our men, put a “Gone Fishin’” sign 
on the door, and just plain relax for the rest of the year 
... and we'd still be ahead of the game for °56! 


A tally of our insertion orders on June 1 showed Forbes 
with more general advertising pages scheduled than ran 
throughout 1955. (... and °55 was 20% ahead of °54!) 


What’s the answer? The word’s gone around — here’s 


FORBES 


_- 


¢ 


the oldest, most respected name in the business-manage- 
ment field growing in size like a prairie fire . . . deliver- 
ing bonus circulation issue after issue . . . selling goods 
to the men who count most when the BIG DECISION 
must be made. 


For Forbes, uniquely in its field, gives a man precisely 
the kind of information he wants and needs in order 
to decide about a company, an idea, a product, and 
investment. 


No wonder, when the chips are down, business turns 
more and more to... 


FOR THE Axa’ DECISION 
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Austrian Newsprint 
Helps Alleviate Lack; 
Norse Strike Hurts 


’' New York, July 17—More so- 
called gray-market newsprint is 
available here than it has been in 
some time. Brokers are quoting 
domestic newsprint in lots of 150 
to 300 tons at about $185 a ton 
f.o.b. mill. But deliveries take 
about 60 days. 

Austrian newsprint is being of- 
fered at $180 a ton for delivery 
within 60 to 90 days. 

Odd lots of off sizes, such as 
45” rolls, and half-sizes, 30” and 
31” rolls, are available immediately 
in some quarters. 

The Commerce Department re- 
ports that U.S. imports of Austrian 
newsprint in the first four months 
of 1956 amounted to 17,028 tons, 
compared with 6,385. tons for the 
entire 12 months of 1955. Austria 
is reported to have produced 136,- 
685 tons of newsprint in ’55, com- 
pared with 116,403 tons in °54. It 
exported 102,073 tons in ’55, com- 
pared with 82,673 tons in ’54. Rea- 
son given for the increased exports 
is that domestic consumption in 
Austria failed to keep pace with 
larger production resulting from 

_ modernization of mills. 


® Norwegian pulp and paper 
workers are on strike for more 
pay, léaving 80 pulp and paper 
mills idle, according to an Associ- 
ated Press report from Oslo. The 
U.S. imported 2,829 tons of news- 
print from Norway in the first four 
months of ’56, compared with 654 
tons for the entire 12 months of 
"55. 

W. R. Grace & Co. is planning 
three new bagasse paper mills in 
Latin America, one in Columbia, 
one in Cuba and one in Puerto 
Rico. The output of each mill will 
be for local consumption only. The 
company now produces 60% of | 
Peru’s paper supply, including | 
small quantities of bagasse news- 
print. Reports are that newsprint 
made of bagasse (consisting large- 
ly of sugar cane pulp) has proven 
very satisfactory in Peru. 


Curtiss Agency Renamed 

Spencer Curtiss Inc., Indianapo- 
lis agency, has been renamed Cur- 
tiss, Quinlan, Keene & Peck. There 
has been no change in the owner- 
ship or organization. 


Sales Idea 5 by PIONEER 


‘Qualatex * 


ADVERTISING 
BALLOONS 


imprinted with 
your message for 


Radio and TV 
Show Offers 


ae 


Set Push for Esquire Polishes | 

Esquire shoe polishes will be 
featured in the heaviest campaign | 
in the company’s history in Sep-| 
tember. The drive includes co-| 
sponsorship of “Caesar’s Hour” 
over NBC-TV, color half pages in 
consumer magazines and ads in 
Sunday supplements, newspapers | 
and business publications, plus 
point of sale and direct mail. Emil | 
Mogul Co., New York, is the agen- | 
cy for Knomark Mfg. Co., maker - 
Esquire polishes. 


office. He succeeds M. H. Hall, 


‘the publication’s Detroit office. 


to ‘Popular Mechanics’ 


representative of Plant Publishing 
Co., has joined Popular Mechanics 
as sales Manager in its Cleveland 


'who has been named manager of 


Beaumont & Hohman Adds Two 

Beaumont & Hohman, Los An- 
| geles, has been named to handle 
advertising for Scott’s Food Prod- 
ucts Co., Los Angeles. Plans are 


cally being made for increased promo- 
Louis Kessie, formerly Cleveland |tion of the company’s Scott’s and 


Sam’s line of dressings and sauces. 
Bak-A-Pie Co., San Francisco, has 
named the agency’s San Francisco 
office to handle advertising for its 
line of frozen fruit pies and other 
grocery products. 


P&G Signs ‘Brothers’ 

Procter & Gamble, Cincinnati, 
will alternate with W. A. Sheaffer 
Pen Co. as sponsor of a new com- 
edy, “The Brothers,” which will be 
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seen on CBS-TV starting Oct. 4 


Russel M. Seeds Co. handles the 
Sheaffer account; P&G’s agency for 
this show is Leo Burnett Co. 


Rust Craft Produces Film 

Rust Craft Greeting Card Co., 
Dedham, Mass., has produced a 
sound film which features the his- 
tory and development of greeting 
cards. The movie, “Design for Sen- 
timent,” is available for free show- 
ings from F. W. Rust Jr. at the 
company. 


50 "...0ur principal and most 


Katherine Cleaver has been Advertising Manager 
of Continental Optical Company, one of the na- 
tion’s leading manufacturers of ophthalmic mate- 
rials, since 1932. She joined the organization just 
3 years prior as a copywriter. A graduate of the 
University of Southern California, and currently 
a member of the Advertising Committee of the 
,Optical Manufacturers’ Association, she has the 
distinction of being the only woman ever to serve 
as president of the Indianapolis Advertising Club. 
We recently spent a profitable and pleasant morn- 
ing in Katy Cleaver’s Indianapolis office talking 
about the use of business publications. Here are a 


few of the high points of that discussion. 


Q What is the scope of your adver- 
tising activities here at Continental? 


A ies fairly broad, and that’s one reason 
I enjoy the work so very much. We, of 
course, have our regular advertising 
campaigns in business publications, but 
in addition we prepare all sorts of folders, 
inserts, and other sales material for both 
wholesale and retail use. We also prepare 
considerable material for point-of-sale 
use, for conventions and similar affairs. 


Q Do you use consumer publications? 
’ 


A No. Our paid advertising is confined 
solely to business publications. 


Q What is the background on your 
organization? 


A The company was formed in 1910. It 
was then known as the Onepiece Bifocal 
Lens Company, and it enjoyed immediate 
success because of its revolutionary 
Ultex onepiece bifocal lens, which, ici- 
dentally, is still one of the finest bifocals 
you can buy. As you probably know, 
most bifocals are made by fusing two or 
more pieces of glass. This means that 
they can’t be as thin and lightweight, 
and there is a certain loss of clarity that 
comes as a result of the combining of the 
two kinds of glass. However, when a 
bifocal is made from a single piece of 
glass, as Ultex is, these objectionable 
factors can be eliminated. 


Q When did you adopt the present 
name? 


a 


A As a result of several mergers, the 
company was reorganized as the Con- 
tinental Optical Company in 1927. In 
addition to our plant here in Indianap- 
olis we have a very modern frame plant 
in Rochester, N.Y. 


Q And when did you first advertise? 


A Shortly after the business was organ- 
ized. We have proofs of advertisements 
which appeared in business publications 
before the first World War. 


Q And you have advertised ever since 
on a regular basis? 5 


A Yes, we have. 


Q What about one of the high lights 
of Continental's advertising history? 


A You mean in the way of a special 
campaign or special advertisement? 


Q Perhaps an advertising first—some- 
thing you folks did which has never 
before been done by anyone in the 
industry. 


A Well, I believe that we were among 
the first to plug the “style” theme as a 
means of boosting the sale of frames. 
Today, of course, the public is very much 
aware of style in eyeglasses. People now 
select frames to complement their fea- 
tures, to go with certain types of clothes, 
or to wear on certain occasions. 


Q Were you by any chance the first. 
company to plug the idea that everyone 
who wears glasses should own more 
than one pair? 


A No, I’m afraid we weren’t. I can’t 
tell you just where the idea first came 
from, but we have used this theme suc- 
cessfully for years. 


Q whet is your philosophy regarding 
the use of business publications? 


A Business publications are of course 
our principal and most important adver- 
tising medium. They furnish us a direct 
route to the professional groups who are 
our prospects and customers. 


Q just what audience are you inter- 
ested in reaching? 


A There are several groups. First we 
must reach the wholesalers, since they 
are the people who actually buy the 
products we manufacture. Then there 
are the ophthalmologists, the optome- 
trists and the dispensing opticians. These 
people are also extremely important to 
us. The job we have to do with them is 2 
little more indirect, more on the educa. 
tional or informative side. 


Q How many separate campaigns or 
series do you run? 


A That is a bit difficult to answer, be- 
cause it depends to a large degree on the 
job we are trying to do at a particular 
time. At present, for example, we are in 
the middle of a campaign featuring our 
new line of gold-filled frames. About 
this time last year, we were doing a spe- 
cial educational job on our lenses. 


Q You do, however, advertise con- 
sistently? 
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Harkness Forms Arizona Shirt 


uil ead | ? agreements is shown in the pro- 
Bob Harkness, his wife, Jean, G d H d Blasts | 
and Kay Ratto have formed Ari-| TPA Promotes Melzac 


|cession to the courts to avoid arbi- 
Publishers for Their ‘tration of grievances,” Mr. Collis 

zona Shirt Co., Tucson, maker of| Vincent Melzac has been named ‘said. He spoke here at the guild’s|many satisfactory wage increases 

Arizona Originals sportswear. Mr. a vp of Television Programs of ‘Refusal to Borcain /annual convention. have been gained. 

Harkness formerly was with Leo|' America, New York. He will assist | oo “Arbitration proceedings are be-| The major goal of the guild is a 

Burnett Co. and before that, with the president of the vidfilm com-| Toronto, July Joseph F.|ing emasculated by the way pub-/ general weekly minimum of $150 

J. Walter Thompson Co. Officers pany on administrative matters Collis, president c Anseriaais (lai especially in New York/and a 35-hour week, Mr. Collis 

are Mr. Harkness, president and and the exec vp on sales projects.| Newspaper Guild, veek blast-|City, are hot-footing it to the! said. 

treasurer; Mrs. Harkness, vp of de- In addition, Mr. Melzac will con-|ed Jane: for eg ‘courts to escape arbitration,” he 

sign and production, and Mrs. Rat- tinue his present duties as head of to the guild or an im of guild | said. 

to, vp of sales and fashion promo- TPA International, with responsi- | shop. White Labs Appoints 

tion. Mrs. Ratto formerly was a bility for program sales outside the | “Publishers’ irr: 

merchandising counselor at the U.S. jward their collec 


this, however, the guild has flour- 
ished, Mr. Collis said. Membership 
is 28,000, an alltime high, and 


Merchandise Mart, Chicago. 


| Such conduct threatened the . 
sibility to-| foundations of peaceful settlement ee join 


bargaining | = & 
On a een ee White Laboratories, Kenilworth, 


A Oh yes. That’s half the battle. We 
firmly believe that it is important to ad- 
vertise on a regular basis. Otherwise we 
waste some of our advertising dollar, 
It takes time to build an audience, and 
once established, this audience can only 
be held if it receives your advertising 
me%ages on a regular schédule. 


Q With what frequency does your ad- 
vertising appear in the publications on 
your media list? 

A In each regular issue. , 

Q Do you make any effort to measure 
or trace the direct benefits from your 
advertising in business publications? 


A Yes. Not infrequently we use coupons 
or keyed advertisements. The results 


covering the optical field. 
have always been good. In addition, we 
know from the reports made by our Through the use of business publications you are able to communicate with 
salesmen that our advertising does its — your customers and prospective customers in an atmosphere that is natural | “ALL-NITE AL” PRIDDY 
job. Frequently a customer is aware of at them and most productive for you. In this respect, today’s responsible Midnight to 6:00 o.m. : 
new product, ready and anxious to dis- business publications serve a purpose unduplicated by any other selling force. Monday thre Saturday me 
~ 


cuss it with our salesman on his first 


round after the advertisement appears. | 


Q What in general is the attitude of 
your salesmen toward your advertising 


+ 


rey 


fo 


A A discussion of advertising is almost 
always iac'ded on the agenda for any 
sales meeting, and in addition we regu- 


larly send preprints of current adver- ~ 


fising to each salesman at his home. 


Q How would you define the role of 


_ business publications in today’s econ- 


omy? 


Al think they have always played an 
important part in our industry, but now- 
adays they are more important, more 
necessary, ‘than ever before. They are, 
in a sense, the artery through which the 
lifeblood of our industry flows. They are 
invaluable to the advertiser, because they 
provide the one means for reaching a 
select audience quickly, consistently and 


economically,. They are of ever ‘mcafee. 
ing importa to the men and women 
in our industry, because they provide 
the one reliable means for keeping abreast 


.of the news and developments of greatest 


interest to them. 


Q What ‘general rules do you apply 
when selecting a good publication to 
carry your advertising? ° 


A One of the most important things to 
us is proof of responsibility. In other 
words we are primarily interested in 
knowing who is behind the publication, 
who is running it, what its editorial 
policies are, and what it is trying to 
accomplish. Of course the question of 
coverage is also important, but even if 
there is duplication, we feel that a cer- 
tain amount of duplication is good, - 


Q Do you feel that most editors and 
publishers of business publications 
assume a full measure of editorial re- 


sponsibility? 


A Yes, I do. I think that this is particu- 
larly true in our industry. Because we 
deal with professional groups, the high- 
est standards must be maintained in both 
editorial treatment and in advertising. 
That they are is in no small way due to 
the conscientious efforts of those re- 
sponsible for the business publications 


Chilton publications cover their chosen fields with an editorial excellence 
and a strict control of circulation that assure confidence on the part of readers 
and advertisers. With such acceptance goes a proportionate selling power. 


N. J., Aug. 1 in the new post of vp 
in charge of marketing, He was 
formerly with Ruthrauff & Ryan, 
Sterling Drug Inc. and McKesson & 
Robbins. The company alse has 
promoted Lee B. Pinkerton from 
director to vp in charge of sales 
and Hubert L. Patterson from di- 
rector of advertising and promo- 


| tion to vp in charge of advertising. 


In the company’s subsidiary, 
Pharmaco Inc., Bert M. Demarest, 
director of sales, and Alan Brown, 
director of advertising, have beerf 
elected Pharmaco vps. 


Big 50,000 wett KEX in 
Portland, Oregon reaches 
far beyond the city limits 
-.and, KEX’s popular ‘‘Big 
5” D.J.'s sell your prod- 
uct to the fast-growing, 
big-spending Pacific 
Northwest market. 


KEX with its Top Personali- 
ties — Top Coverage — and 
Top Programming assures you 
TOP RESULTS! 


erewes | LET POWERFUL 
A Without exception they welcome the 50,000 WATT KEX 
help and support they get from our ad- SELL FOR YOU! 


verging in business publications. We 
of course keep them well informed as to 
our planning, and the successful sales- 
man is quick to use such information to 
his own advantage. Perhaps it is safe 
to say that the salesmen who are quick 
to use such information are our best 
salesmen. 


Q How do you disseminate this infor- 
mation to the members of your sales 
force? ‘ 


' 


Chilton 


COMPANY 


Chestnut and 56th Streets » Philadelphia 39, Pennsylvania 


The Iron Age « jewelers’ Circular-Keystone + Distribution Age « Motor Age 
Automotive Industries + Optical Journal and Review of Optometry « Spectator 
Commercial Car Journal + Boot and Shoe Recorder + Hardware World 


‘5 CHILTON PUBLICATIONS: Department Store Economist » Hardware Age 


Gas + Electronic Industries + Butane-Propane News * 


Division 


Call Bob Rudolph, KEX Soles Man- 
ager, CApitol 2-1881; A.W. ‘Bink’ 
Dannenboum, WBC General Soles 
Manager, MUrray Hill 7-0808, New 
York; of your nearest Peters, Griffin. 
Weeodward, inc., office. 
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Send for new market data bro- 
chure on the Quad-City metro- 
politan area—one of the first 100 
markets. Now over % million 
people. Address Mr. Harold Swan- 
son, Rock Island Argus, Rock 
Island, Til. 


The | Rock hie Argus 
The Moline Dispatch 


Variety of Uses 
Is Motif of Push by 


Rums of Puerto Rico 


New York, July 17—Rums of 
Puerto Rico has started a new ad- 
vertising campaign in newspapers, 
outdoor panels and transportation 
displays. 

The new campaign for fiscal 
1956-57 will run in 68 newspapers, 
compared with last year’s schedule 
of 27 newspapers. Major theme is 
“Rum makes all the difference.” 
Copy and artwork stress how 
mixed drinks taste better when 
mixed with rum. 

New newspaper markets include 
Albany, Troy, Harrisburg, Colum- 
bus, Lansing, Milwaukee, San An- 
tonio, Phoenix, St. Paul, Denver, 
New Orleans, Tacoma and Olym- 
pia. St. Louis has been dropped 
from the list. 

G. Allen Reeder, director, said 
that newspaper advertising, in 800 
and 275-line ads, will be on a high- 


some natural inclinations. . 


. Sometimes it’s tough to get to the top, but when you do 
is profitable. 


the outlook 


Generally speaking, the world is made up of many kinds of customers. 
Some of them can’t resist climbing to the top. And we are happy to 
report that the National Geographic audience has a large percentage of these. 


Our 2,000,000-plus reader families have a natural inclination toward 
making money — and an equally gratifying tendency to spend it. With 


a median income almost 75% above the national figure, 


they own 


automobiles (93% —and 37% have two or more) . . they own homes 
(82% —and 21% also own a second residence or Summer home) . . 
they carry insurance (98%) . . they acquire all manner of luxury 
goods (cameras, 71% ; power mowers, 41% ; food freezers, 36% ; etc.). 


This same inclination to get ahead puts them in positions of business 
and community responsibility. It’s a remarkable mountain-top audience, 


with a long loyalty for this magazine. 


THE NATIONAL 
GEOGRAPHIC 
MAGAZINE 


Washington 6, D.C. 


influencing purchases in over 2,000,000 high-income homes 


NEW DISCOVERY! 


eee Ne mapas 
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von 
WITH BEST FRIEND—This four-column 
ad is part of Rums of Puerto Rico’s 
newspaper campaign which broke 
July 2 and will continue on a once- 
a-week basis throughout the year. 
Ogilvy, Benson & Mather is the 
agency. 


HES py 
Rierto Rico 


| frequency basis with “not less than 
‘one ad a week.” Mr. Reeder said 


the group’s total promotion budget 
for the °56-’57 fiscal year will be 
$1,250,000, approximately the same 
as it has been spending during the 


past year. 


le Outdoor and transportation ad- 


vertising will also be stepped up, 
Mr. Reeder said. Eight painted 
boards, two in Florida, two in San 
Francisco and four in Los Angeles, 
are being added to the 14 already 
in use. In the New York metropoli- 
tan market, Rums of Puerto Rico 
will use ads in subways and buses. 

The new ad theme, Mr. Reeder 


|noted, is based on a special drink 
preference research study, carried 
|out during the first few months of 


this year, which showed a wide 
variety of rum drinks being en- 
joyed by consumers (AA, June 4). 
The coming campaign will stress 
this versatility. 

The company’s familiar ad sym- 
bols, Joe Stetson and his “best 
friend,” a French Briard sheep 
dog, will be retained in the new 
campaign. Using cartoon balloons, 
the two will comment throughout 
the campaign on specific drinks 
presented. 

Ogilvy, Benson & Mather is the 
agency. 


Time Inc. Uses Phones in 
Subscription Drive Test 

Time Inc. is using Waltham, 
Mass., as one of the initial test 
areas for a new community sub- 
scription service operating under 
the name “Readers’ Phoneservice.” 
Mrs. Marilyn Bean has been 
named program supervisor. 

Solicitors in the program have 
the use of phone, sales promotion, 
filing, billing and mailing facili- 
ties to conduct their work. The 
company has opened an office at 
680 Main St. 


Mennen Drops Shampoo Price 

Mennen Co., Morristown, N. J., 
has lowered the dealer cost on 
its shampoo and, effective Sept. 3, 
will drop the consumer price from 
$1 to 75¢ a bottle. Dealers are per- 
mitted to purchase Mennen sham- 
poo at the lowered cost and still 
sell it at $1 until Sept. 3. 


YOU REACH 


30,000 tonnage buyers of 
metals DAILY with... 
American Metel Market 


1899 The Metal 
ledenred s Daily Newspaper 


18 Cliff St., New York 38, N. Y. 
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We’re 10 Years. Old! 


This chart shows our growth from 3% million ‘ 
dollars of billing to over 36 million—unequaled 


by any other post-war agency 
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You can’t do it the easy way! 


Some things we have learned from our 10 years of experience 
that have proved profitable to u- AND TO OUR CLIENTS 


Ee successful businessman, we suppose, likes 
to think he “got there” by hard work—and usually 
he did.. 

We feel that way ourselves. We're ten years old, and 
we probably have a right to view our first decade as a 
pretty successful one. 

But when we look back, we can’t find anything sen- 
sational in our performance. No fireworks. 

Just an awful lot of hard work. And some surprising 
results. 


We tooled up for it 


Back in 1946, SSC&B was founded to meet a post-. 


war need for experience, special knowledge, and hard 
work in the ¢oming battle for packaged goods sales. 

Our new agency was deliberately staffed with men 
of wide experience and outstanding ability in this 
highly competitive field. Men, you might say, who 
were hardened by “the discipline of the depression.” 

Also by design, it included some of the country’s 
top-flight specialists in television—a still-experimental 
medium that was foreseen as a new, powerful selling 
force of the future. 


It has paid off—double 


The chart above shows how an advertising agency 
founded on such ideas, and blessed with able clients 
and fine products, can prosper. 

But—more interesting to you—it shows how our 
clients have prospered too. 

For, of our total 36 million dollar billing today, 
more than 20 million is increased billing from eight of 
our earliest clients, based on increased sales. 

And all eight of these clients are in fields so strongly 
competitive that sound, hard-selling copy is almost a 
must for survival—cigarettes, soaps, proprietaries, 
foods and other grocery and drugstore items. 


Some things we’ve learned 


These are supposed to be lush times. But competition 
in many fields is just as tough as ever —or tougher than 
ever. 

The battle is still going on, and experienced adver- 
tisers are not being fooled by what may look like 
easy going. 

They know that, even with volume bulging, it is 
easy to lose competitive position. 


They know that new product developments can 
badly damage a beautiful consumer franchise almost 
overnight. 

And that a relaxed attitude toward advertising, sell- 
ing and product improvement can be an invitation to 
disaster. 


How we may help 


If you are such an advertiser, you might be interested 
in hearing how we operate under today’s special com- 
petitive conditions. 

How, for example, we have helped clients launch 
new products in brutally competitive fields. 

How we have helped “fenced in” products break 
out of local markets into broader, richer territory. 

How we have helped fine products, that somehow 
had dropped behind the field, regain leadership. 

Success in jobs like those does not come easy. It all 
adds up to hard work. But that’s what we like here at 
SSC&B. Because we’re used to it and are geared up 
to it. 

And because we've found that it gives an advertis- 
ing agency its best chance to grow—along with its 
clients. 


Sullivan, Stauffer, Colwell & Bayles, Inc. 


477 MADISON AVENUE, NEW YORK 22 E 


PHONE: MURRAY HILL 8-1600 
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VERMONT 
VERMONTS $408 MILLION “9 
MARKET! SWEET 
To Tap this SOLID and SWEET market, address 
Room 516, Statler Office Bidg., Boston 16, Mass. MARKET 
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for membership in the Interna- 
tional Labor Press Assn., leaders of 
the organization feel all bona fide 
publications are anxious to dis- 
courage advertisers from cooper- 
ating with publications which use 
high-pressure selling tactics such 
as long-distance telephone calls. 
Mr. Mullady says AFL-CIO will 
work with better business bureaus 
and business organizations in an 
effort to “curb the sucker money” 
| which business men pay to phony 
labor papers under the impression 
“they will have trouble with the 
unions” if they don’t cooperate. 
The organization, which in- “Business men have been read- 
cludes about 300 of the top union |ing so much about labor rackets 
publications, has been given head- | that they give in without asking 
quarters in the new AFL-CIO | questions,” he complains. 
Bldg. here and has elected Gordon | “The first thing a business man 


AFL-CIO Sets Up Ad 
Code of Ethics for 
Union Publications 


WASHINGTON, July 17—In an ef- 
fort to knock out advertising rack- 
ets by phony labor papers the 
recently rejuvenated International 
Labor Press Assn. of the AFL-CIO 
has adopted a new code of ethics 
which prohibits its members from 
publishing advertising obtained by 
long-distance telephone solicita- 
tion. 


H. Cole, highly respected pr chief ought to do when he gets a call | 


of the Machinists’ Union, as its | from a labor paper is ask that the | 
first president. Bernard R. Mulla-| proposition be submitted in writ- 
dy, formerly of the Department of ing. Ask who it is and whom they 
Labor and now of AFL-CIO represent.” 

News, is secretary-treasurer. 

® He says AFL-CIO has been car- 
® While there are many legitimate | rying on a campaign to stamp out 
labor papers which are not eligible | 
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HOUSEHOLD APPLIANCE SALES 


Data copyrighted 1956 Sales Management Survey 
of Buying Power, further reproduction not licensed. 


NM 


COPLEY newspapers 
15 “Hometown” Newspapers covering 

San Diego, California — Northern Illinois — Springfield, Illinois 
and Greater Los Angeles . . . 

Served by the COPLEY Washington Bureau and the COPLEY News Service 
REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., INC. 


SAN DIEGO :: BIGGER 


MINNEAPOLIS, MINNESOTA . . . . . . . $55,847,000 
SEATTLE, WASHINGTON .... . . . . 48,390,000 
DALLAS, TEXAS .. eer are 
KANSAS CITY, MISSOURI hele Mice e «6 nnn 
DENVER, COLORADO. «. «. «. «ws «ws ~ . ~« «SC -~S 43,813,000 
PORTLAND, OREGON ...... . . . 36,582,000 
SAN DIEGO, CALIFORNIA. . . . . + $56,847,000 


San Diego's billion dollar market is easier to sell—and to keep 
sold—with the impact of the San Diego Union and Evening 
Tribune. “Saturation” coverage of this “bigger” market means 
lower cost per sale for newspaper advertisers. 


racket publications whenever it 


Advertising Age, July 23, 1956 


can find them, but that there are 
experts in the field who go from 
town to town soliciting ads by tel- 
ephone. Often, he says, the ads are 
run without obtaining any authori- 
zation and the business man is 
simply billed. 

In many instances, he said, the 
telephone solicitors go after con- 
tractors who have just received 
big contracts. Without saying it, 
their phone calls imply there 
might be costly labor trouble if 
the company doesn’t advertise. 

“We'll take care of your labor 
problems,” the solicitors promise. 

In other instances, he said, tele- 
phone solicitations are made to 
| amazingly big national advertisers. 
“Sometimes these big advertisers 
are so scared by fear of what 
might happen they go along with- 
out requiring any of the written 
information they would demand of 
any other media.” 


® The code of ethics of the re- 
vamped ILPA specifies that publi- 
cations will publish accurate in- 
formation about ownership and 
endorsement. While they may so- 
licit national advertising, publica- 


tions are prohibited from accept- 
ling local advertising from outside 
‘their area of publication. 

| They are not to make any claim 
‘or suggestion directly or indirect- 
ly that the purchase of advertising 
‘space can accomplish anything be- 
yond winning consumer accept- 
‘ance or approval of the advertis- 
'er’s products or services. 

| Member publications are not to 
be asscciated with any yearbook, 
directory or program “that has as 
\its primary purpose the solicita- 
jtion of donations under guise of 
“= advertising.” 

| Member publications must not 
‘represent that they are endorsed 
by the National AFL-CIO and 
\they will not accept advertising 
_from companies involved in strikes 
or lockouts. 


® As a means of enforcing the 
code, membership in ILPA has 
been restricted to publications 
which are subject to discipline of 
the AFL-CIO. This includes three 
types of papers: (1) those pub- 
lished by state or city central la- 
bor councils, (2) those which are 
owned by local unions and (3) 
privately owned papers endorsed 
by a state or city central body af- 
filiated with an AFL-CIO member. 
Periodicals are authorized to 
carry the ILPA emblem, which 
can be withdrawn in the event the 
publication violates the code. 


Jackson, Haerr Adds Two 

| Jackson, Haerr, Peterson & Hall, 
|Peoria, Ill., has been appointed to 
‘handle advertising and promotion 
‘for therapeutic animal products 
|made by Bingman Laboratories, 
Caldwell, O. Pages in trade publi- 
cations and a direct mail program 
in regional areas will be used in- 
itially. The American Motor Hotel 
Assn., Kansas City, Mo., has 
named the agency’s Jefferson City, 
Mo., office to handle special pro- 
motions. First project will be pro- 
duction and promotion of the 
AMHA annual yearbook to be 
printed late in 1956. The agency 
also handled special promotions for 
AMHA from November, 1954, to 
November, 1955. 


Rooney Show Back Again 

Screencraft Pictures, New York, 
has acquired distribution rights to 
the Mickey Rooney tv film series. 
|Thirty-three of the comedies, 
|which ran on NBC-TV in the 
| 1954-55 season, are available for 
Syndication. 


FREE SAMPLE. 


An issue of the monthly Clipper is yours to 
use without cost. You can create sparkling 
layouts tor printed matter with scissors and 


MULTI-AD SERVICES, INC. 


Box 806M Peoria, illinois 
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they made cooling a hot market 


n 1930, when most people just talked about 
the weather—with summer a signal to turn 
limp or get out of town—product-design en- 
gineers were hard at work. Applying princi- 
ples of mechanical refrigeration, they soon 
made air conditioning practical . . . helped 
turn it into one of America’s liveliest in- 
dustries. A $607,000,000 baby—and growing 
fast—air conditioning is a perfect example of 
success paced by the consistent creativity of 
product-design engineers. 


Product Engineering 
makes sales grow........ 


 —6hdOU® 


Product Engineering, McGraw-Hill Bldg., New York 36, N.Y. 


The McGraw-Hill Magazine of design engineering 


Today, more than ever, product-design en- 


gineers are doing big things for products and . 


people. They’re creating NEW MARKETS 
an MAKING THEM GROW. 

These are the “product-idea-men” of in- 
dustry —highly sensitive to every technical 
development in their field. Their design de- 
cisions are critical—determining the materi- 
als, parts, components and finishes used in 
their products. 


Because Product Engineering supplies the 


kind of useful information that leads to wise 


design decisions—more than 32,500 product- 
design engineers have made it the fastest 
growing publication in its field. To reach 
these men who make markets grow, advertis- 
ers put more pages, and invest more dollars, 
in Product Engineering than in any other de- 
sign magazine. 
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RAB Publishes Sales Letters 


ries of newsletters designed to members of RAB. 


help national time salesmen on 
Radio Advertising Bureau, New their sales calls. “National Radio 
York, has started publishing a se- Salesman” is an added service for 


THE MAGAZINE 
published 
By Builders . . . For Builders 


nlalHl8s CORRELATOR 


For information and rates, address: 


NATIONAL ASSOCIATION OF HOME BUILDERS 
1625 L STREET, N.W. WASHINGTON 6, D. C. 


Goodrich Advances Hoban 


‘tire division of B. -F. Goodrich for the parent company. 


Booth West Deen McGinley 


MODELS—Triumph and agency personnel get into the Los Angeles 
bulletin advertising the British sports car. Dorothy Deen, distributor 
for Triumph in all states west of the Mississippi, is shown as a pas- 
senger in the car. Also depicted is C. A. Booth, partner in Triumph’s 
agency, Allen & Marshall. Miss Deen and Mr. Booth pose in front 
of the poster with H. M. West, also of Allen & Marshall, and Bob 


McGinley, Foster & Kleiser account executive. 


Advertising Age, July 23, 1956 


Coming 
Conventions 


*Indicates first listing in this column. 

July 22-27. Photographers’ Assn. of 
America, annual convention and trade 
show, Conrad Hilton Hotel, Chicago. 

Aug. 13-18. Affiliated Advertising Agen- 
cy Network, annual meeting, Reno, Nev. 

Aug. 24-28. Mail Advertising Service 
Assn., 344th annual convention, Drake Ho- 
tel, Chicago. 

Sept. 22-25. Advertising Specialty Na- 
tional Assn., annual convention and spe- 
cialty fair, Palmer House, Chicago. 

Sept. 23-25. Advertising Federation of 
America, Tenth District convention, 
Shamrock Hilton Hotel, Houston. 

Sept. 27. Magazine Publishers ‘Cay 4 


| fall meeting, Westchester Country Clu 
| Rye, N. Y. \ 
| Oct. 1-3. Direct Mail Advertising Assn.>~— 
| 1 conventi Hotel Statler, New 
York. 

*Oct. 5-6. Midwestern Advertising Agen- 
cy Network, 4th quarterly meeting, Edge- 
water Beach Hotel, Chicago. 


|Co., Akron, since 1953, has been 


Oct. 8-10. American Photoengravers 
Assn., 60th annual convention and exhib- 


Joseph A. Hoban, a vp in the’named vp in charge of marketing | i¢, notel statler, Detroit. 


Oct. 11-13. Pennsylvania Newspaper 
Publishers Assn., annual convention, 


Bive Cross and Symbo! \ 
registered by the American 


U. S. Patent Office 


This cross is now a password for 


over 52 mi 


ion members 


This past spring, America’s 86 Blue Cross Plans 
enrolled their 52nd millionth member—nearly one- 
third of our total population. 


These millions of people have joined together 
voluntarily to protect themselves against the costs 
of unexpected hospitalization. It is a remarkable 
example of do-it-yourself democracy. 


So many people have turned to this low-cost protec- 


tion against hospital bills that, in 1956, Blue Cross will 
pay out over one billion dollars in benefits. 


Why has Blue Cross grown so big so fast? 


Blue Cross success is based on the same essential that 
makes any product or service a success ... it fills a 
basic need. 


The Blue Cross Plans tirelessly point out... 


... that one American family in every three will have 
a hospital bill within 12 months 


... that the bill could be big 


...that only Blue Cross will cover so many of these 
hospital bills so well. 


By constantly expanding its coverage to keep up with 
new and changing needs, Blue Cross has become a 
password to health for millions of Americans. 


New millions are surging upward in income each year. 
They have new and expanding needs—often still unfelt 
needs—in virtually every product and service field. Cre- 
ative Marketing can cut down the time it would normally 
take these people to learn how to satisfy these needs. If 
you are interested in more instances where old markets 
have been expanded and new markets created by this 
approach to marketing, write to the J. Walter Thompson 
Comparty office nearest you, or to 420 Lexington Avenue, 
New York 17, New York. 


J. WALTER THOMPSON COMPANY 


New Yérk, Chicago, Detroit, San Francisco, Los Angeles, Washington, 
D. C., Miami, Montreal, Toronto, Mexico City, Buenos Aires, 
Montevideo, Séo Paulo, Rio de Janeiro, Santiago (Chile), London, 
Paris, Antwerp, Frankfurt, Milan, Johannesburg, Cape Town, 
Bombay, Calcutta, New Delhi, Sydney, Melbourne, Tokyo, Manila 


Bellevue-Stratford Hotel, Philadelphia. 
Oct. 15-16. Inland Daily Press Assn., 
annual meeting, Drake Hotel, Chicago. 
| Oct. 15-16. Agricultural Publishers 
| Assn., annual convention, Chicago Ath- 
| letic Assn., Chicago. 
| Oct. 18-19. Audit Bureau of Circula- 
| tions, 42nd annual meeting, Drake Hotel, 
| Chicago. 
| Oct. 22-23. Boston Conference on Dis- 
| tribution, Hotel Statler, Boston. 
Oct. 22-24. Assn. of National Advertis- 
| ers, annual meeting, Drake Hotel, Chi- 


| cago. 

| Nov. 11-15. Outdoor Advertising Assn. 
| of America, Hotel Ambassador, Los An- 
| geles. 

*Nov. 15-17. Southern Newspaper Pub- 
lishers Assn., annual convention, Boca 
Raton Hotel and Club, Boca Raton, Fla. 

*Nov. 19. Advertising Research Founda- 
tion, 2nd annual conference, Hotel Am- 
bassador, New York. 


McCarty Adds Four Accounts 
in Three Western Offices 
McCarty Co., Los Angeles, has 
been appointed to handle advertis- 
ing for Sparkletts Drinking Water 
Corp., Los Angeles. The company, 
which markets bottled drinking 
water, is planning an extensive 
campaign which will include all 
|major media in its market area— 
;southern California and adjacent 
‘territory. 
| McCarty Co. of Texas, Dallas, 
/has been named to handle adver- 
\tising for Central Airlines, Fort 
| Worth, and Electrified Water Co., 
‘Dallas, which purifies and distills 
|bottled water. Central Airlines of- 
\fers feeder-line service between 
29 cities in Texas, Oklahoma, Kan- 
|sas, Missouri and Arkansas. Mc- 
‘Carty Co. of Arizona, Phoenix, has 
‘added the ad account of Advance 
| Seed Co., Phoenix, grower and 
ereagnand of seed. 
“Saturday Review’ Names 3 
The Saturday Review, New York, 
has promoted Lyn White, who 
joined the magazine in 1952, to 
manager of the national advertis- 
ing department. Two additions to 
the magazine are Ken Purdy, for- 
merly with Cue, who will be SR’s 
automotive advertising manager, 
and Gilbert W. Chapman Jr., a re- 
cent Yale graduate, to the general 
advertising staff. Mr. Purdy will 
handle industrial and alcoholic 
beverage accounts as well as auto- 
motive, and will cover Pittsburgh 
‘and Cleveland along with Detroit. 


Gibson Joins Lehman Corp. 

Richard D. Gibson, formerly fi- 
nancial advertising manager of 
the New York Herald Tribune, 
has been named a vp of Lehman 
Corp., New York, investment 
banker. 
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“OF CA: \DAR 
of Jan . is the 
first di - spring* 


A NEW ISSUE OF VOGUE... JANUARY ISTH 
In J957, voove adds an important new January 15th issue. 
_- "eS She"spring: season has moved forward. eee 
“Farlier'delivery dates for spring merchandise, weed 
_ earlier timing in store fashion promotions— . 3 ‘ 
these are the reasons for this new edition of VOGUE, | 


Sib eill the pribiahodt twice i January. 
"Shaddbacky idk and tow Jeneary 15th VOGUE now mean 
complete coverage of early spring fashions at one of the 

most important selling periods of the year. 


. 


Keeping to our policy of twenty issues a year—timed to the pace of retailing oh 
—VOGUE will discontinue its May 15th issue, 

” Closing dates for the new January 15th issue: is 

four-colour November 15th * two-colour November 29th *. black-and-white Sides 6th. eee 


My 


Schedule your space now and mark it on your new calendar. ES aystla Per 
| *This is what VOGUE said in‘its editorial pages back in January 1952 . ea : 
: ; i . ss . 2 ‘on : how you profit from VOGUE’s prophecy. ‘ 7 3 ie $ . , 
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Liquor Men See Seagram Retreating 
From Blends to Straights in 2 Years 


(Continued from Page 2) 
verted the Frankfort line from 
straights to blends when it took 
Frankfort over. Couple of years 
ago the Frankfort line began to 
sprout straights again—first some- 
thing called Old Baker, for Ken- 
tucky sale only. Then Four Roses 
switched back to a blend of 
straights. 


8 In an attempt to find out, AA 
has checked a number of sources. 

The company itself insists that it 
has not abandoned blends. It con- 
siders blends of straights an integ- 
ral part of the blend market. On 
this there are many different 
opinions. A company spokesman 
told AA that the fundamental rea- 
son for Seagram adding blends of 
straights to its line was to round 
out the line to meet distributors’ 
demands. 

Last fall Seagram began market- 
ing Four Roses as a blend of 
straight bourbons, and also intro- 
duced Wolfschmidt vodka. Also 
last year it reorganized its distribu- 
tion setup by grouping together 
Seagram Distillers Co., Calvert 
Distillers Co., Four Roses Distillers 
Co. and General Wine & Spirits 
Corp. as units of the House of Sea- 
gram, which, in turn, is owned by 
the Canadian-owned Distillers 
Corp.—Seagrams Ltd. 


® The brand realignment reported 
a week ago is another step in a 
ten-year reorganization and ex- 
pansion program conceived by the 
company two years ago. 

While admitting that there has 
been a dip in sales of some units, 
the company claims that Seagram 
Distillers Co. during the first half 
of ’56 has had an alltime peak in 
sales. Specific figures, however, 
are not available. Calyert sales for 
the first half of '56 reported 
to be up 5% over the like period 
of ’55. Four Roses Distillers Co. 


‘admittedly has had a slump. 


According to the most reliable 
trade estimates available, Seagram 
brands in ‘55 did about as follows: 


Seagram's 7 Crow™ ....6,500,006 cases, down 
ghtly from ‘54 
Calvert Reserve ........ 1,950,000 cases, down 
about 5% 
Seagram’s V.0. .....06 1,600,000 cases, up 


Carstairs ....1,000,000 cases, down about 5% 
Four Reses 1,100,000 cases, down about 5% 
Paul Jones ....700,000 cases, down about 7% 


8 All of these are blends. Con- 
sumption of spirit blends during 


ONLY THE EXCLUSIVE 
COVERAGE-IN-DEPTH OF 


MAGAZINE 

REACHES AND SELLS THE 

COAST GUARD MARKET 
Get attention—and results—in this important 
serviceman market through the only publica. 
tion that serves the special interests of Coast 
Guardsmen exclusively. Write today for rates. 
sample copies, and market information. 
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Why, in the face of these figures, 
has Seagram chosen to push blends 
of straights? 

Some market observers believe 
it is because the company has been 
committed to spirit blends for so 
long and so outspokenly that it 
could not switch suddenly to 
straights without losing “face” to a 
damaging degree. 

It is believed in some quarters 
that Seagram will introduce a 
straight bourbon within another 
year, now that it has broken the 
ice with blends of straights. 


‘55 amounted to 81,492,645 wine 
gallons compared with 82,717,613 
wine gallons in '54, a dip of 1.5%. 
Consumption of blends of straights 
in '55 totaled 1,248,924 wine gal- 
lons compared with 2,074,834 wine 
gallons in °54, a drop of 39.8%. 
Straight whiskies were guzzled at 
the rate of 44,836,289 wine gallons 
in 55 compared with 39,310,486 
gallons in ’54, an increase of 14.1%. 


® As financial men see it, the nub 
of the whole story is shown in the 


es 


profit statements of the big four 
distillers. 

Seagram for fiscal '53 (ended 
July 31) reported a net profit of 
$37,890,561. For ’54, its net profit 
dipped $2,050,399 to $35,840,162. In 
55, it dipped $4,838,053 to $31,- 
002,109. Thus, its 55 net was $6,- 
888,452 under ’53. 


# Schenley Industries in ’53 re- 
ported a net of $6,679,413. In ’54 
its net profit dipped $2,870,195 to 
$3,809,218. In °55 it rose $2,307,575 
over '54 to $6,116,793. But its °55 
net was $562,620 under ’53. 
Hiram Walker-Gooderham & 
Worts Ltd. reported a net in ’53 of 
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$19,093,424. This was increased in 
54 by $1,159,066 to $20,252,490. In 
55 it fell off $925,022 to $19,327,- 
468. So its ’55 net was $234,044 
over ’53. 
National Distillers Products 
Corp. had a net in ’53 of $12,133,- 
000. This rose $419,700 in 54 to 
$13,713,000. In ’55 its net increased 
$1,800,827 to $15,514,127. Thus its 
net in ’55 was $3,381,127 over ’53. 


® “Seagram has a tough job on its 
hands,” one observer said. “It has 
to shift consumer ignorance from 
spirit blends to blends of straights. 
How is it going to do that after in- 
sisting for years that spirit blends 
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Glance-level presentation is applied to the lead art in 
this article. The boiler is shown in solid black, to separate it 
from the various lines leading to it. The legend is placed 
immediately beneath the cut for maximum usefulness. 


8. THE MOBILE CASE: 
Supreme Court decision 
denves this, 


producers and avoid a court test on its jurisdiction. 


5. RATES IN CERTIFICATES. In one hotly con- 
tested case, FPC is trying to fix a producer's imitial price as a 
condition to a certificate to sell im interstate commerce. 


Producers say ths recent 
FPC from interfering with 
and only the courts 


THESE MAJOR PROBLEMS face independomt: Fo. ccsen immndioty ae 
producers in dealing with FPC ee a ae nes oe 
junctions. In every decision so far the 

1. WHO IS COVERED? FPC blanketed all court feve crutld coy etn & o> 

in its Order No. 174. Several producers have gone to court fine of thoes On 
ities are exempt from control. So far the courts have avowed pots Ae t yh 
ruling. but other cases are on the way have the factual or bests for tak. 
2. CASING-HEAD CONTRACTS. A key casein New ff R's," nensarings ‘on some af 


clam that all bieds of are wrong 
with Order 174 series, inchuding the 
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Here interest is stimulated by boxing some significant prob- 
lems on the latter pages of a long article. This is presenta- 
tion at the penetration level. Story treatment such as this 
may revive interest and keep the reader on the road. 


How ‘“‘two-level’’ presentation gets a 
--.and keeps him there 


There are two levels of editorial presentation: 


1 Glance level — letting the reader *‘sample.” 


2 Penetration level — hanging on to the reader by skilful story architecture. 


Grabbing and hanging on to a reader is quite a mechanical process. It might be 
compared to an electric magnet. When the switch is thrown, interest is grabbed 
and is held as long as the current is applied. But turn the switch off, and the 
reader is lost — just as surely as is the load that the magnet held. 


To use another analogy, the editor’s job is to get the reader on the road, and to 
keep him traveling on the road. The road should be well marked with road signs. 
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were what people wanted?” 

“To bourbon drinkers,” another 
said, “Seagram means blended 
whisky. They’re going to have a 
hard time changing conceptions 
they’ve spent thousands of dollars 
to develop.” 


® In the recently issued “Liquor 
Handbook,” put out by Davidson 
Publishing Co., Clark Gavin, edi- 
tor, notes that, “basic regional 
trends for the various product 
types did not change greatly in 
1955, except that straight whiskies 
made progress in strong ‘blend 
markets’ ...A great proportion of 


blend volume,” he says, “continues 


to be done in New England, the 
Middle Atlantic states, the North 
East Central states and the South 
Atlantic states. 


# “On the other hand, straights 
are strong and still gaining in the 
West North Central, South Atlan- 
tic, East South Central, West 
South Central, Mountain and Pa- 
cific regions.” 

In general, liquor marketing 
people are of the opinion that Sea- 
gram’s switch to blends of straights 
is preliminary to its entering the 
straight whisky market with either 
acquired or new brands within the 
next year or two. 


California Broade:.:<:; Form 


Info Committee; S-: \'ceting 
The California £ Radio & 
Television Broadca: Assn, has 
named Ewing C. K:''’ president 
and general manage CRA and 
KCRA-TV, Sacram: chairman 
of a new freedom formation 
committee. John F ‘arne, Los 
Angeles-San Franc: broadcast- 
ing attorney and ‘-owner of 
KAFY, Bakersfield vice-chair- 
man. The committ vill study 
achievements of b: icasters in 
other sections of the . untry in im- 


proving access of r..... and tele- 
vision to courtroo: legislative 
meetings and spor's events, and 


recommend statewide action. 

The association has set its an- 
nual one-day convention for Nov. 
9, at the Clift Hotel, San Francisco. 


‘Supravision’ Doubles 

The general indoor advertising- 
merchandising medium of Store- 
cast Corp. of America, “Supravis- 
ion,” will increase its sponsorship 
almost 150% in New York State, 
beginning Aug. 1. All former 
Market Basket stores recently ac- 
quired by the Syracuse zone of 
American Stores Co. and some 70 
Acme supermarkets will make use 
of the company’s various advertis- 
ing media. 


How T.G.T. Cuts Operating Costs... 


QTE voteme of ges tramported daily 


by Tennesece Gas Trammion 


MAY 7. te86 


Here sidelight material is boxed 
it or leave it. It’s. there for the 


but out of the way of the reader who doesn’t. The deck 


off so the reader can take 
person who might want it, 


is a follow-through, and keeps the reader on the road. 
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Here’s glance-level presentation. The sketch shows a dia- 
gram of an actual system and the photos and cutlines tell 
how the controls work. The lead immediately lists the prob- 
lems which automation is bringing to the industry. 


business magazine reader on the road — 


ere at The Journal we don’t consider that the job of “pres- 
H entation” ends with flagging the attention of the reader 
with headline, deck, and illustration. That's only the start. 
The real test of the article's architecture is whether the story 


‘ can hold the reader's attention, 


and keep him from “flipping the 


page,” and thus be lost for further reading. 
So we make sure the text of the article gets off to a running 

start. Often this means that the author's summary paragraph, 

which he placed at the end of the article, is promoted to the 


lead paragraph. It means that 


historical material is broken out 


and made “optional” reading — there for those who want it, but 
not in the way of those who don't. 

Liberal use of subheads and sideheads is another means of 
keeping the reader on the road. These serve as booster stations 


to keep interest sustained and 


to prevent a dull-gray look. Or 


perhaps a highly significant point is broken out from the text 
and printed in larger, bold-face type. 

The Journal does not start an article out, give it a couple of 
pages or so, then ask the reader to “please turn to page xx” for 
the rest of the article. Articles are published all together, a con- 
venience to the reader, and a boon to the “clipper.” 


JOU RN A Lo wus. oxcsrons 


This is the fifth in a series of “workshop” 


advertisements on the technology of building 
better business magazine readership. 
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You'll be pleased and 
satisfied with the 
personal service and 
cooperation you will 
get at Pontiac. 
Whether you use one 
service or all six, you 
will receive the 
benefits of our 40 
years experience and 
the individual attention 
to quelity and service 
that has been the 
cause of our 
continued growth. 


May we tell you more? 
Write or phone and 
a sales representative 
will call at your 


convenience. 
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Latest Television Ratings 


Nielsen Network TV Ratings 


Two Weeks Ending June 23, 1956 
Copyright by A. C. Nielsen Co. 


Nielsen Total Audience“ 
TOTAL HOMES REACHED 


$64,000 Question (Revion, CBS) 


Program 


lux Theater (Lever Bros., NBC) 


Ed Sullivan Show (Lincola-Mercury Dealers, CBS) .............. 
1 Love Lucy (General Foods, Procter & Gamble, CBS) 
December Bride (General Foods, CBS) .............:sereceesereneeee 

$64,000 Chailenge (P. Lorillard, Revlon, CBS) ...........0:scceseseeseeneeneennnenenens 


GE Theoter (General Electric, CBS) 


COC mMnNouUa wn 


a 


Sunday Spectacular (Several sponsors, NBC) ..........:ccssceereeneereneecnnennee 


Cavalcade of Sports (Gillette, NBC) 
I've Got A Secret (R. J. Reynolds, CBS) ...........cccssesseneseesnerseenennnacnneenenne 


PROGRAM POPULARITY+ 


$64,000 Question (Revion, CBS) 


Program 


lux Thecter (Lever Bros., NBC) 


Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) 
1 Love Lucy (General Foods, Procter & Gamble, CBS) .............-cccceeeenerereevene 35.3 
$64,000 Challenge (P. Lorillard, Revlon, CBS) 33.1 
December Bride (General Foods, CBS) ..........cccccceseereeeennensenennnennennenene 32.3 


cowenovwn wen = 


What's My Line (Jules Montenier, Remington, CBS) 
GE Theater (General Electric, CBS) .. 
Sunday Spectacular (Several sponsors, NBC) .........c.ccc-csesecrseresenenenennensenne 27.9 
Studio One Summer Theater (Westinghouse, CBS) ...............cccccccseeeeeeeeene 27.4 


Nielsen Average Audience** 
TOTAL HOMES REACHED 


\ 


$64,000 Question (Revion, CBS) 


Program 


Lux Theater (Lever Bros., NBC) 


| Love Lucy (General Foods, Procter & Gamble, CBS) 
$64,000 Challenge (P. Lorillard, Revlon, CBS) ..........c.cssssseessessresnnnneeenes 
December Bride (General Foods, CBS) ...............ccccccccseeeenseeeseeenenrsnneenneneenees 
Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) ...............cccccceccsceseeveee 


oeeo~owa en — 


I've Got a Secret (R. J. Reynolds, CBS) .............cccee 
What's My Line (Jules Montenier, Remington, CBS) ....... nlnshniieiniliii 
The Lineup (Brown & Williamson, Procter & Gamble, ces) 


PROGRAM POPULARITY+ 


Program (%) 


$64,000 Question (Revion, CBS) 


lux Theater (Lever Bros., NBC) 


1 Love Lucy (General Foods, Procter & Gamble, CBS) ...........---ccesesseeenenee 32.1 
$64,000 Challenge (P. Lorillard, Revlon, CBS) ........cccccceceesseseneeesessennenens 30.6 
December Bride (General Foods, CBS) 
Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) .............ccccccceeseeeeeeennee 29.3 
What's My Line (Jules Montenier, Remington, CBS) ...............c.cccccsesenenenrnnee 26.0 


GE Theater (General Electric, CBS) 


—s 
Searveuseon~ F 
rr 


I've Got A Secret (R. J. Reynolds, CBS) 
The Lineup (Brown & Williamson, Procter & Gamble, CBS) ............-0.ccescseee 24.4 


* Homes reached by all or any part of program, except for homes viewing only one to 


five minutes. 


** Homes reached during the average minute of the program. 
} Percented ratings are based on tv homes within reach of station facilities and by 


eoch program. 
Trendex TV Ratings 
July 1-7, 1956 

Rank Program Rating 
1 $64,000 Challenge (Revion, P. Lorillard, ae llbintandigstibssceeniecaconoettogean 23.3 
2 Lux Video Theater (Lever Bros., NBC) .......c.ciiccccersseseseseneescossseeeeseesneeneeevene 22.8 
3 $64,000 Question (Revlon, CBS) ......<..-cerecsserersserensennnenenersnsnserseenesenennnerenee 22.5 
4 Do You Trust Your Wife? (General Motors, CBS) .....cccccccccccceeereree =-22.4) 
5 What's My Line? (Jules Montenier, Remington, CBS) .o...0.......-.ccccscovsessmeo 22.2 
6 Stave Allen (Several sponsors, NBC) ............ccssssssseesnsseesseseresnennnenneennee 20.2 
a Rn Ea aS 
8 I SC ask ssesnresesverstuusensbonpadbocstacdetoombncibeieenlis 19.6 
9 Best of Groucho (DeSoto-Plymouth, NBC) 19.2 
10 Sie RR SI, SIEGE seesicecdtnieiesiennestcitnwrnsicenisainniitedesesesienbinievesurspedinininnis 18.4 
Gunther Gets Orioles Rights current season. National paid ap- 


Radio-tv rights in 1957, 1958 
and 1959 for games of the Ameri- 
can League’s Baltimore Orioles 
have been granted to Gunther 
Brewing Co., Baltimore, under a 
contract signed last week, Balti- 
more Baseball Club Inc. has an- 
nounced. The radio-tv rights for 
Oriole games have belonged to Na- 
tional Brewing Co. since the Ori- 
oles joined the American League 
two years ago, and terms of this 
contract expire at the end of the 


proximately $350,000 per year for 


radio-tv rights under the old con-| 


tract; the new contract calls for a 
slight increase. 


Gray Named for Oil Industry 

Robert M. Gray, advertising 
manager, Esso Standard Oil Co., 
has been appointed chairman for 
oil industry participation in the 
American Heritage Foundation’s 
1956 “Register, Inform Yourself 
and Vote” program. 


t 
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Sindlinger 
Word-of-Mouth on TV“ 
For the Week Ending July 7, 1956 


Program 


Steve Allen (Several sponsors, NBC) ...........:-.css:ssuessusesnesssessnenssesneensnesaneeeee 
$64,000 Question (Revion, CBS) a 
Lawrence Welk Show (Dodge, ABC) ............ccccesesesesseerecssresseenntonersnsencennene tate 
Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) ..........0-:.-c.-sesseesesseeeneennes 
Phil Silvers Show (R. J. Reynolds, Amana, CBS) 
$64,000 Challenge (P. Lorillard, Revion, CBS) ions 
Medic (General Electric, Procter & Gamble, NBC) .............::ccccccccesseseneeeerens 
Do You Trust Your Wife? (General Motors, CBS) ..............00000 a 
| Love Lucy (Procter & Gamble, General Foods, CBS) ...............:ccseseeeeseee 
George Gobel (Armour, Pet Milk, NBC) 
Kraft Theater (Kraft Foods, NBC) 
Perry Como (Several Sponsors, NBC) 
Navy Log (Maytag Co., Sheaffer, CBS) ...........ccccscsssesesserssesesenneesesrnenneenees 
I I o.-scacsecncsesensupinasesstonscssasessiersstecuetinssoncsnaese 
Climax (Chrysler Motors, CBS) sebiecianmetgiltlateensdiebnnniiiasictibimngabiiibten 
Matinee Theater (Participating, NBC) ..............cscccscsssesesesserssneneeesennannnnees 
Name That Tune (Whitehall, Lanolin Plus, CBS) 
This Is Your Life (Procter & Gamble, NBC) ................cccccccccccccesseeneenseneneeeee 
Alfred Hitchcock Presents (Bristol-Myers, CBS) .......... 

Queen for o Day (NBC) 


Lawrence Welk Show (Dodge, ABC) ..........c.cccssseeecssenensensnseeenncnennennenne 
Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) 
Phil Silvers Show (R. J. Reynolds, Amano, CBS) 
$64,000 Question (P. Lorillard, Revion, CBS) ................. 
Medic (General Electric, Procter & Gamble, NBC) 
Do You Trust Your Wifp? (General Motors, CBS) 
| Love Lucy (Procter & Gamble, General Foods, CBS) 
George Gobel (Armour, Pet Milk, NBC) ..........cccccccccccsnsseeseseensenesrnnenetene 
Kraft Theater (Kraft Foods, NBC) os iis 
Perry Como (Several Sponsors, NBC) ..............ccccecssessesestesesesenseererensenenes 
Navy Log (Maytag Co., Sheaffer, CBS) ...........cccccccccssesecseseescnseennnnnnseetees 
Studio One (Westinghouse, CBS) ..........-.-cccccccceserseeseseneneees 
Climax (Chrysler Motors, CBS) ..........cccccecesseseeeresseseneenenees 
Matinee Theater (Participating, NBC) ................cceseeseeeeee adibaed 
Name That Tune (Whitehall, Lanolin Plus, CBS) ..................0..cccccccccseeeeeeee 
This is Your Life (Procter & Gamble, NBC) .............0.ccccccccesssessnsesseeeesreeenens 
Alfred Hitchcock Presents (Bristol-Myers, CBS) ....... 
Queen for a Day (NBC) 


* Sindlinger’s word-of-mouth data is all gathered among people, 12 years or over, who 
recall, without any aid or probing, that someone “today or yesterday” recommended a 
television program to them and they remember the name of the program. Therefore the 
figures are not ratings. According to Sindlinger, they are advance indicators of ratings 
and are “sharp and objective evaludtors of the impact and retention of recommenda- 
tions from others and reflect those who are recommending as well.” 
+ Sindlinger & Co. word-of-mouth ratings are based on 1,000 field interviews a day 
by nearly 200 interviewers working about the country and requiring from seven to 
20 minutes to conduct and covering other media in addition to television at the same 
time. Interviews are conducted every day of the week, and information is compiled 
for a weekly Sindlinger client report called “Audience Action Index and Media Ex- 
“wn 


Pulse 
June 1-7, 1956 


TOP TWENTY SHOWS, ONCE-A-WEEK 
PROGRAM 


Ed Sullivan (Lincoln-Mercury Dealers, CBS) .........--...ceccceseserenesseensereneenrannnnenes 
$64,000 Question (Revion, CBS) 
1 Love Lucy (Procter & Gamble, General Foods, CBS) .................-ceseseseees 
Perry Como (Several sponsors, NBC) " bot 
You Bet Your Life (DeSoto-Plymouth, NBC) ............ccssessssessseseseeseenneessnensnenee 
$64,000 Challenge (Revion, Kent, CBS) se 
Serta, Gree Ct, GID sccenesecccsssncoceszeessonessctecsinmnesepeoseversssnsseqessocseveotetnese 
Disneyland (American Motors, American Dairy, Derby Foods, ABC) ............ 
ee ee Dates Bi, GID sernenscsccccnctensinenteasinsponsnenlitnonseninstnssoqseirsasouosqoeases 
December Bride (General Foods, CBS) 
Dvaeaened. Co trnatea thet, CE) occccccscces.ceseccersnressovinnteconcnsnnsnnsoncectonssestereecenenceesee 
What's My Line (Helene Curtis, Remington Rand, CBS) ...............cceeeen 
ene Ree, CID. cacecattnterpuincccescescesenssnemnoasentitontacsnfiepssttorsecsestosnessapencasenias 
GE Theater (General Electric, CBS) ..........cccccseseresereernrenenesensnensenenseenenennenteres 
This Is Your Life (Procter & Gamble, NBC) .............ccesssseseseesenenseeennerteenenenee 
Caesar's Hour (Helene Curtis, American Chicle, Remington Rand, NBC) .... 
Alfred Hitchcock Show (Bristol-Myers, CBS) 
Burns & Allen (Carnation, Goodrich, CBS) .........-.-sec-cssssesesenersnseneneneneenesenees 
I’ve Got oa Secret (R. J. Reynolds, CBS) .. on 

Robert Montgomery (Johnson wax, Schick, NBC) 


TOP TEN, MULTI-WEEKLY SHOWS 


Mickey Mouse Club (Several sponsors, ABC) .........-...-:cccesscesesensseeeersennnennenens 
Guiding Light (Procter & Gamble, CBS) .......ccccocccsccssscsssssccsssssssessesemsnunssnsnse 
Search for Tomorrow (Procter & Gamble, CBS) 
Love of Life (American Home Products, CBS) .0.0.0..........cccccccccceececeeneee 
Arthur Godfrey (Several sponsors, CBS) oo... .ccccccccccssesensenseseesntennenrnnaeeee 
Queen for a Day (Several sponsors, NBC) .............cccccsessscsseseennsneneeesenenennnees 
Valiant Lady (Several sponsors, CBS) o.o.........ccccccccccecieeeceeneeeeneneneee iced 
Dinah Shore (Chevrolet, NBC) 3 
News Caravan (Camel, Miles Labs, Time Inc., NBC) ............ccccccccseceseesnenernee 
CBS News (Several sponsors, CBS) ........ nie 


oir eee GIVES ESQUIRE SOCKS 


FQuit Socus 


te ates ham a roe 5 


SANTA COMES EVERY YEAR—Part of 


4 the largest fall campaign in the 


history of Esquire Socks division 
of Chester H. Roth Co., this ad will 
appear in the Dec. 3 Life. Daniel & 
Charles, New York, is the agency. 


:| Miami to Crack Down 


on False Ad Claims 


Miami, July 17—H. E. Howard, 
supervisor of the city’s division of 
weights and measures and trade 
advertising, last week announced 
a crackdown on merchants who 
falsely claim they are offering 
“amazing bargains.” 

According to Mr. Howard, par- 


ticular targets are merchants wnose 


ads show a price which includes a 
trade-in of old merchandise. 

“In many cases,” he asserted, 
“the trade-in offer is a ‘gimmick’ 
used solely to get the customer in 
the shop. 

“He 1s often able to purchase the 
same article at the same or a lower 
price,” Mr. Howard continued. 


= “Several local advertisers have 
received warnings that such offers 
are in violation of the city code. 
Most have been cooperating by 
changing their advertising copy. 

“The city of Miami has a strong 
ordinance requiring truthful ad- 
vertising,”” Mr. Howard said. “We 
have been enforcing it to the best 
of our ability for the protection of 
the buying public. 

“The ordinance requires that 
when prices are quoted, they must 
be in a plain and conspicuous man- 
ner and must be the real price.” 

Mr. Howard went on to say it is 
illegal to claim “bargains” or 
“savings” unless these are genuine. 

The ordinance also forbids “pub- 
lic sales” with the inference that 
these are forced disposal of goods, 


junless they are by an official 


agency. 

“Sub-standard merchandise must 
be tagged plainly as such,” Mr. 
Howard declared. 


Philadelphia PRSA Elects 
William Weston, assistant direc- 
tor of public relations of Sun Oil 
Co., has been elected president of 
the Philadelphia chapter of the 
Public Relations Society of Amer- 
ica. Other officers elected are 


| George Loft, Atlas Powder Co., Ist 
‘4 vp; Ovid Riso, Philco Internation- 
jal Corp., 2nd vp; John J. Apple- 


yard, U.S. Steel Corp., secretary, 
and Harry E. Hammer, Reading 
Co., treasurer. 


Herrmann to Dye Institute 
Henry F. Herrmann, formerly 
general marketing manager of 
General Dyestuff Corp. until his 
retirement last year, has been ap- 
pointed executive secretary of the 


’ Vat Dye Institute, New York. 


Mutual Advances King 

Charles King has been advanced 
from eastern station relations rep- 
resentative to director of station 
relations of Mutual Broadcasting 
System, New York. He joined the 
network in 1954. 
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Add 3 new 


to 52 
53...94...55 


IK: 


The Cedar Rapids Gazette, Binghamton Press and Yakima Herald 
are adding to their “Sunday package” . 


Sunday Picture Magazine 


Three more fine newspapers join the big march to 
PARADE . . . the Cedar Rapids (Iowa) Gazette, the Bing- 
hamton (N. Y.) Press and the Yakima (Wash.) Herald— 
all leaders in important areas. 


Three more key markets . . . vital markets in any sales 
plan covering Eastern, Western and Central states. 


Three more exclusive markets, making 46 key areas 
_ covered by PARADE and by no other syndicated Sunday 
magazine, 

Three more milestones in the forward advance of 
PARADE, now distributed by 55 fine newspapers covering 
some 2700 markets . . . with more than 15 million 
readers every week. 


The Cedar Rapids Gazette is represented nationally 

by The Allen-Klapp Co. ... the Binghamton Press 

by J. P. McKinney & Sons. . the Yakima Herald by 
West-Holliday Company, Inc 


PARADE’S TOTAL CIRCULATION NOW TOPS 


7,171,700 
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a j- Advertising Age, July 23, 1956 
Conway Joins KCBS Francisco food broker, has been| Department Store Sales... 
Theodore H. Conway, formerly | named eg ae wo director of 
Lae 2% Gain Shown in Week of July 14 Depionet. Hare 
” Sal Baro: 
wHO - WASHINGTON, July 19—Depart- ° ee cues se! — 
ment store sales were 2% ahead of 
4 T E the similar period of 1955 in the | pwtriet, Ares ond City pile 2 Change from 1955 
week ended July 14, the Federal 
GETS Reserve Board reports. rap asin wenueeebinieouny +7 : Y Week \ — 
For the four weeks, sales were Metropolitan Areas July 14, ’56 
G 4% ahead and for the year to July Beste + t ' 
14 they were also 4% ahead of '55. wntown Boston .......... 
\. Of the 12 FRB districts, two re- Suburban Boston Tee +11 3 
Seles M a ported losses for the week: Kansas +15|} Jan. 1 to 
You do... Hf you advertise in ff per: City, 7%, and Dallas, 1%. St. Louis +9|} July 14°56 | | +4% 
me at en a ar Ss and Minneapolis reported no bales 
more 300,000 readers mre.” ag change. The remaining districts —8 
throughout the rich 46-county Sioux- Bhs recorded gains as follows: Boston, b.. 
lend Market Area. / n 3%; New York, 5%; Philadelphia, | New York District +0) "Soebeeen amend a 
You Do... Because “| {-* | 4%; Cleveland, 1%; Richmond, | Metropolitan Areas gee rename 3 
you can expect gratitying sales re- - a 4%; Atlanta, 4%; Chicago, 2%, and} Ney yokNE ‘eke Lancaster —6 
cits from this site exliecs <= an E> a i |San Francisco, 4%. New Jersey ..... +6 +3) Oe pe 
READY, WILLING Sg Boge Details of the sales for the dis-| Newark .. - +14! scranto 0 
ow. : Che Stare Cit Sournal tricts are unavailable until next| ,\¢v%or* z% Wilkes-Barre-Hazieton .. r— 1 3 
% + Renal Bn - JOURNAL-TRIBUNE week, but for the two weeks prior,| syracuse . ; 4 2| Cleveland District 0... +9 o 
eS NE ee the sales broke down as follows: | Philadelphia District... r+13 —17| “[etropelitam Areas = 
= 
+2 
+3 
+5 
-S 
—6 
+15 
— 6 
ms —12 
Richmond District ................. +8 +11 
Metropolitan Areas 
Washingt r+ 5 +22 
+38 
Se i ectilea nasil —1 
+6 
+11 
mC 12 
growth... tio 
+7 
Chemical books may gain +9 
advertising in a tide of rising <n —_— 75 
business . . . but how do you — at 
account for one that gains twice — ba 
as much as all the others combined? Pr 3 
Because it has almost twice <— ° 
the effective circulation of any G a 
other publication in the field. ——, pt, 
Because it gives the complete ~ "Lntie Rect +9 +8 
story on what's happening — +o 
in management, research, a +4 
development and production. Pri... =? 
Because advertisers get = ; : 
more advertising dollar returns ~ +F 
when associated with . . . ~~ os 
; “, +5 
All the news to all the groups =< +9 
who influence buying — aa —1 
management, research, <4 +3 
development, production. — “3 
we +5 
— +10 
= +5 
— a +3 
+10 
a —~ +16 
+7 
ait +s 
+6 
+12 
+7 
+8 
+6 
o +5 
oS eh 
4 a~ 4% 
« =-t +8 
+3 99 
=~ 4 
CHEMICAL and ENGINEERING NEWS +2 3 
—-3° = 
One of four, fact-full -s +8 
American Chemical Society Publications: 
industrial and Engineering Chemistry 
Analytical Chemistry 
Journal of J. Lewis Ames and J. E. Fleisch 
have been elected members of the 
Agricultural and Food Chemistry board of directors of Ruthrauff & 
Ryan. 
Mr. Ames, vp and secretary of 
the agency, joined R&R in 1941 
and has been with the company 
since except for a three-year hitch 
as a special agent for the FBI, and 
! has been secretary and legal coun- 
advertising management Oe Bo - 
REINHOLD PUBLISHING CORPORATION peer « H.R aghire cme egy tees 
430 PARK AVENUE +: NEW YORK 22, N.Y. in 1944 after being advertising di- 
rector of A. Stein & Co. 
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Network Probe 
Ends in Burst 
of Tributes 


(Continued from Page 1) 
be considered by the House anti- 
trust subcommittee at hearings in 
New York in September (AA, 
July 2, 16).] 


® One of the most unconventional 
Statements filed by an affiliate 
reached the committee this week 
from KFRE-TV, Fresno, Cal., 
which recently became a CBS bas- 
ic affiliate. 

While the statement strongly 
defended network “must buy” 
policies it went off on an inde- 
pendent tack by endorsing FCC 
Commissioner John Doerfer’s pro- 
posal for a rule preventing stations 
from affiliating with more than 
one network. 

KFRE-TV said “must buy” is 
useful because it prevents ad- 
vertisers from spending all of their 
money in the top markets and 
forces them to buy some of the 
smaller markets. 


® If it was not for “must buy,” 
the station said, Fresno might 
never have had “$64,000 Chal- 
lenge,” “GE-20th Century Fox 
Hour,” GM’s “Do You Trust Your 
Wife” or “Person to Person.” 

“This extra money might have 
been gobbled up by Los Angeles, 
New York, Chicago, Washington or 
others of the top 10 markets,” 
KFRE-TV said. “In such case the 
million people who can see our 
station would miss the excellent 
features and the network would be 
delivering an uneconomical pack- 
age to its advertisers and failing 
in its efforts to provide truly 
national coverage. 

“If this committee wants to 
make large market operators 
richer at the expense of the 
smaller markets throughout the 
country they need only eliminate 
‘must buy’ to get the job done,” 
the station said. 


® Turning to the affiliation prob- 
lem, KFRE-TV said it felt FCC 
should stop dominant stations in 
multi-station markets from skim- 
ming the cream from more than 
one network. It contended that a 
limit on multiple affiliations would 
do more to help uhf than anything 
else FCC could do. 

Arguing that equal facilities are 
not the answer to the uhf problem, 
KFRE-TV pointed out radio sta- 
tions of all kinds thrive despite the 
fact that some have much more 


Francisco, filed statistics to show 
that film distributors and local 
advertisers have ample access to 
evening air time. The station 
pointed out that it carries 50% 
hours of film weekly, including 
6% to 8% hours of syndicated 
film received from the network. 
This means that film distributors 
supply 43% of the station’s pro- 
gramming, KRON-TV said. 
While film distributors had 
access to only one hour out of 21 
hours of prime time, film occupied 
24 of 45% hours in the total 6 p.m. 
to 12:30 a.m. period. If this wasn't 
all prime time neither was it 
fringe time, KRON-TV argued. In 
any event film distributors get the 
same price, regardless of whether 
the film is used at 8 a.m. or 8 p.m. 


® Many of the latest statements 
reiterated what some 30 affiliates 
had already told the committee. 
WBRZ, Baton Rouge, complained 
it has to carry top film shows on a 
sustaining basis “because no ad- 
vertisers are standing in line.” It 
contended film suppliers couldn’t 
meet demand if there were no net- 


works, that ratings would drop 
and programming costs would be 
prohibitive. 

WAVE, Louisville, said film has 
its place but the public living in 
this area did not really buy sets 
until the station received network 
programs by cable. KVOO-TV, 
Tulsa, observed: “No local station 
could afford programs as enjoy- 
able as those supplied by net- 
works.” 

FCC officials were called back 
yesterday for talk over their re- 
cent report proposing limited de- 
intermixture of uhf and vhf as- 
signments with ultimate transition 
to an all uhf-system. While the 
committee majority strongly sup- 
ports the position FCC has taken, 
several members feared the tran- 
sition to uhf would deprive rural 
sections of service. 


Council Names W. B. Doner 
W. B. Doner & Co., Chicago 
agency, has been appointed by the 


\) as A 


Better Homes Fur ..ings Council 
of Chicago to rep: «nt all mem- 
ber companies int). \lidwest. The 
council, a non-prc'' organization 
designed to help © nsumers in 
planning their hc turnishings, 
will concentrate 0: « theme “Put 
your heart in you ».me” with a 
newspaper, radio: | \y campaign 


planned for 1956- 


L. A. Premium Cb Elects 

Keith M. Morril’ <cith M. Mor- 
rill Co., has been « «ted president 
of the Premium C.\»b of Los An- 
geles. Other office: are Catherine 
Nesburn, Strombe:ger, LaVene, 
McKenzie, secreta:,. and James P. 
Goss Jr., Century M«talcraft Corp., 
treasurer. 


Maurice Mullay Names Three 

H. W. Amburn has been ap- 
pointed vp, Nathaniel Holmes II, 
director of marketing, and Gene 
Jeandrevin, art director, of Mau- 


rice Mullay Inc., Columbus, O. 


Selling Power 
In Canada’s Largest City! 


Over 10% of Canada’s net 
effective buying income is 
concentrated in Metropol- 
itan Montreal*. In this im- 
portant Market The Mont- 
real Star delivers more 
circulation than the other 
two English dailies com- 
bined, making it a “must” 
= every advertising sched- 
ule, 


*Sales Management, 1955 estimate 


Represented nationally by 
O'Mara and Ormsbee Inc. 


eet 


PUPPET PITCHES 
PACKAGING PLUS 
DOOR DECOR 

BREAKFAST SCOOP 


@ FAMOUS PUPPETS by Bil and Cora Baird are now 
entertaining TV viewers all over the U.S. and Canada... 
and coaxing every Tom, Dick and Harry to “Get Wildroot 
Cream-Oil, Charlie!” Running in combination with ani- 
mated films, these persuasive puppet commercials appear 
Mondays on Wildroot’s co-sponsored show, The Adventures 
of Robin Hood, as well as on a nationwide spot campaign. 


© HOME FASHION goes high-fashion this year, in a new 


testimonialcampaign for MODERNFOLD folding doors and 
dividing walls. Headlining such well-known fashion design- 
ers as Lilly Daché, Anne Fogarty and Claire McCardell, 
every ad devotes one full page to “woman-to-woman” sug- 
gestions on the many uses of MODERNFOLD doors. Facing 
half pagecarriesfurther details and coupon. BBDO Chicago. 


~ 
_ 


@ TAKE THE WORLD'S best-known packages — put them 
in out-of-this-world situations — and you've got a startling 
new “reputation” campaign for Continental Can Company. 
Designed to impress businessmen with the tremendous 
scope of Tailor-Made Packaging, each color spread illus- 
trates one phase of Continental service ... points up the 
theme, “Every Continental division is a leader in its field.” 


WHAT'S NEW for breakfast this summer? It’s Cream 
of Wheat a la mode (America’s favorite hot wheat cereal 
with a big scoop of ice cream on top). Kids are already 
sold 100 per cent. But since Mom does the cooking, full- 
color magazine ads plus heavy publicity are both used to 


" spread the word about this brand-new breakfast treat with 


Cream of Wheat—BBDO Minneapolis client for 17 years. 


BATTEN, BARTON, DURSTINE & OSBORN, INC. 


NEW YORK - ATLANTA - BOSTON - BUFFALO - CHICACO + CLEVELAND . DALLA® + DETROIT « HOLLYWOOD . LOS ANCELES « AS + PIT 


Advertising 


+ SEATTLE . TORONTO 
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64 
Advertising Pages and Linage in F Publicati 
June and Year-to-Date Figures for U.S. and Canadian Publications Reporting to Advertising Age 
Commercial Dis Commercial Dis- ‘ 
play Excluding play Excluding { 
» Classified — Poultry, Classified ; 
; and Livestock, and Livestock, } 
— Total Advertising, in Pages——. — Total Advertising, in Lines-—— -— in Lines Total Advertising, in Pages—— — —Total Advertising, in Lines-—- —— in Lines 4 
1956 1955 1956 1955 1956 1955 1956 1955 1956 1955 | 1956 1955 1956 1956 1955 1956 1955 1956 1955 } 
Farm Magazines Michigan Farmer ..... 40.6 44.6 369.7 372.4 31,204 34,224 283,963 285,988 27.455 30,939 Ny 
. | Missouri Ruralist .... 38.7 35.5 3288 323.8 29,442 26,963 ; 
— Farmer paeee 53.0 498 428.7 8 22,718 21.369 183,905 154,791 22.010 20.633 | Montana Farmer-Stockman 64.7 57.9 420.0 422.8 48,933 — a pe pn ae 
Journal: Nebraska Farmer ..... 62.5 63.3 578.4 554.0 47,234 47,831 437,260 418,810 42,896 43,421 
Central = ........ 97.3 S12 6936 5823 41,751 34,831 297.555 249,814 40,776 34,220 | new England Homestead 26.5 25.3 230.6 235.7 18,527 17,712 161,424 165,018 13,667 12,890 ; 
peel teteeeees are = joys +4 Pr yA ane eae a“ —_ Ohio Farmer ........ 49.3 462 4484 430.8 37,868 35,458 344,375 330.872 34,010 32,346 } 
nalibaeed : . : J ' . . . : } a re a i 
# Western ........ 101.2 85.2 7379 602.0 43,395 36,547 316,575 258,242 42,420 35.936 | prairie oe 88 ee eS a ae Oe ee ee a | 
‘ averaee 4 Editions . ae : 2 702.2 587.1 42,019 35,206 301.237 251,867 41,044 34.595 | iitingis Edition . 72.2 66.3 629.4 S8S.0 52,567 48,247 458,170 425,861 45,209 40,813 . 
Hlndiana Edition .. 67.5 62.2 608.5 583.7 49,111 45,245 442,978 424.963 41,753 37,811 
Southeastern Edition 27.7 38.1 229.4 247.4 11,880 16,347 98.395 106.120 10,817 15,280 Average 2 Editions 69.9 643 619.0 584.4 50,839 46.746 450,574 425.412 43,481 ano § 
Southwestern Edition 32. 414 249.2 2765 13,764 17,769 106,905 118,786 12,510 16.630 | Rural New-Yorker .... 26.2 25.9 228.9 220.7 20,560 20,282 179,485 173,026 18,211 1741 t 
Average 2 Editions . 29.9 39.8 239.3 262.2 12,822 17.058 102,650 112,453 11,664 15,955 | Wallaces’ Farmer 756 643 6577 6364 59.234 50.444 515631 498956 57459 47729 ‘ 
Progressive Farmer: Western Farm Life 28.7 27.3 209.3 2044 22,521 21.363 164,049 160,265 20,141 19,048 
* gfCarolina-Va. ..... 81.6 84.2 627.1 6014 55,490 57.281 426402 408,978 53,751 55.491 : : 7 . 
BGa-AlaFla, |... G47 873 6969 632.0 57.567 59.392 433056 429,748 55.928 87.789 FET it ape Mle at 9 agg: Pl asad Ne ag oon ae BON 
#Ky.-Tenn.-W.Va 77.2 817 597.1 ‘7 52.516 55,552 406,008 395,564 51,083 54,038 488.2 
#Miss.-La.-Ark 790 837 SOLS S756 53766 56916 402194 s9lac2 2556 ssc.) SNM nih 2? aS GAS MM. MTN OM ON 
yar vee 852 86.1 6082 593.7 57906 58547 413593 403,736 56621 57.192 | _ Total Group ...... 3 810.6 “7Al0.9 “7223-1 G63,119 G18.670 5,653,483 5513982 GO5876 552,736 
Averege § Géitions . G15 646 6122 S969 S540 57.598 416.25) 405,005 $3,908 Sess | *Met included in totals, SThis edition aise carries ail tinage appearing in Western Farm Life. 
Successful Farming 71.8 72.0 606.7 566.4 32,306 32,398 272,997 254,858 31,875 31,925 =“ 
Total Grows .....7 2 “Haks “Fe BIsa Tess ise T2700 Lines ios Iie Farm Linage Trend Figures in thousands 
Combined with Better Farming (formerly Country Gentleman) in September 1955. 2tNot included in totals. 
Monthlies 
Agricultural Leaders’ 
A iO 110 136 08«©692.8 (108.6 si 697)“ S814 39,809 
American Fruit Grower 24.9 27.4 210.1 203.0 10,757 11,821 90,741 
American Poultry Journal: 
H#Eastern Edition 21.8 266 231.0 237.7 9,363 11,399 99,096 
ZMidwest Edition 20.9 259 2081 2004 8,979 11.098 89,267 
Pacific Edition 27.3 299 210.9 205.2 11,697 12,825 90,490 
H#Southern Edition . 23.6 25.4 221.6 209.2 10,143 10.879 95,043 
Average 4 Editions . 23.4 27.0 217.9 213.1 10,046 11,550 93,474 
American Veg. Grower 22.0 18.3 1515 131 9,489 7,902 65.441 
Arkansas. Farmer ..... 19.4 189 1547 133.6 14639 14,310 116.980 
Better Farming Methods 33.0 25.8 238.3 213.2 14145 11,083 102,225 
Breeder- 212 398 3926 4542 8904 16.716 164,880 
Breeder's Gazette 13.1 203 1205 1248 5890 9.137 44,206 
Broiler Growing ...... 34.7 23.1 2472 215.6 14878 9.923 106.038 
California Citrograph . 185 19.2 1322 140.1 12,404 12,866 88,852 
California Farm Bureau 
Monthly .......... 14.0 103 83.4 741 10521 7,690 63,014 
The Cattleman ....... 69.0 846 539.6 657.6 28,980 35,529 226.614 
Coastal Cattleman 44 98 1009 1025 6,047 4108 42.385 1, 
Cooperative Digest 89 63 525 322 3,746 2,630 22,058 2.610 
County Agent & Vo-Ag 
Teacher .......+-- 22.8 20.9 1846 1805 9,763 8985 79.197 . : 8.985 
fElectricity on the Farm 139 143 678 720 4956 5.103 24,187 25,698 4,956 5,103 
Farm M ... 204 156 1484 1442 8762 6681 63,671 61814 8,762 6681 | Bi-Weeklies 
Farmer-Stockman -Ranchman 
JOllahoms Edition 41.4 43.0 3122 © S028 17,758 18,466 133,950 129,891 16,526 16,949 | Calttornia Farmer: " 
Texas Edition 40.4 41.2 300.0 287.8 17,309 17,660 128.688 123462 16,077 16,143 |  sworthern Edition . 45.4 
Average 2 Editions . 40.9 42.1 306.1 295.3 17,534 18,063 131319 126,677 16,302 16,546 | ‘southern Edition . 43.8 
Florida Cattieman . 62.0 625 416.8 405.3 26,046 26.263 175.050 170,236 18,221 18,606 Average 2 Editions . 44.6 
Florida Grower & Rancher 36.0 32.0 196.8 190.8 24,480 21,760 133,831 129,723 18,899 10,604 | psirymen’s League News 11.7 
#tGeorgie Farmer l202e 117.0 — 925 — 88,470 ol 0sel Total Tis Tis; 
Kentucky Farmer ..... 193 185 166.1 1728 15,129 14528 130,206 135,469 14,248 13,488 Group ...... : 
Michigan Farm News. 32 16 5 WS 7,444 3,724 33,749 34306 7,364 3,640 
Mississippi Farmer 43 47 161 108.7 11119 87.801 82.165 10,401 10968 | Weeklies 
Missouri Farmer 116 101 858 822 8,004 6939 59.017 56555 7,257 6,342 | tlowa Farm Bureaw 
National 4-H News 179 242 1304 126.7 7,505 10,153 54,756 53,198 7,505 10,153 | Spokesman ........ 378 
National Live Stock {Weekly Star Farmer 
ay ey 102 109 1060 88.2 7,400 7,953 77,168 64191 7,197 7,788 |  4Kansas Edition 13 
Nation's Agricuitue .. 5S 58 S58 549 2469 2.650 25108 24.718 2469 2.650 | Missouri Edition 119 
New Jersey Farm &Garden42.2 39.6 335.4 312.4 19,010 17,809 150,937 140,142 17,055 15.778 | 0kia-Ark. Edition 10.5 
Ohio Farm Bureau News 9.1 7.5 63.0 66 4102 3,391 28.332 29,966 3,922 3,221 Average 3 Editions 11.2 
Poultry Tribune: Total Group 0 S78 
iCentral Edition 23.4 269 2503 2359 10,025 11,531 107,360 101, eee Tae Steere - 
Heaters Edition .. 269 29.2 286.7 27LL 11552 12.486 123,009 116,290 10.201 11.126 | {tigures shown represent the average of 12 editions 
iPacific Edition 41.7 40.7 303.3 291.3 17,887 17.466 130,105 124,948 12,502 13,588 
H#Seuthern Edition. 28.9 315 2815 2706 12,393 13,522 120,777 116,099 10,520 12.224) poe, 
Average 4 Editions. 30.2 32.1 280.5 267.2 12.964 13,751 120,313 114634 10,661 11,908 
Southern Journal 585 64.0 4256 438.7 24,570 26,880 178.752 3,668 2,982 | Chicago Daily Drovers 
Southern Planter ..... 204 20.4 2088 219.5 14,274 14,245 146,168 153,669 13,785 13,699 | Journal .......... 27.8 
Tennessee Farmer & : Kansas City Daily Drovers 
Homemaker ....... Ml 57 1096 B14 11,062 4499 85,884 63,779 10,624 3,902 | Telegram ......... 52,250 
Turkey World ....... 253 304 295.7 S116 10,856 13,047 126,865 133,683 9,158 11,392 | Omaha Daily Journal 
Western Dairy Journal 283 30.9 229.2 219.0 12,132 13,267 98,323 93,964 9,588 11,506 a 29.7 63,321 
Western Livestock Journal 55.5 88.3 586.1 605.0 23,828 37,884 251,440 259,564 12,713 11,589 | St. Louis Daily Livestock 
Wyoming Stockman-Farmer 33.8 27.8 2224 178.7 25,536 24920 168,098 160,146 23,248 21,237 | Reporter ......... 19.0 40,481 
Totai Growp .. ... “Fils “354.2 T3959 Ts TST BIB Tes FHT S3E305 | Total Group ...... “Tile “Tiks “Wiis ~B558 215750 1774542 isa 558 
tdune-July issues combined. {Started publication in January 1956. §Changed from 896-line page to 756-line page in July 
1955. #Not included in totals. Quarterlies 
§Farm Quarterly .... 87.3 708 2005 1581 41,396 74,955 41,396 33,557 
Newspaper Menthiy Fars Sections Sounaied eeuine, commen, Oi 008 water. 
lowa Farm & Home 
gu ae 129 14.7 131.0 M51 13,5 14,931 133,584 148,000 12.584 14.331 | Canadian 
Rural Gravure ....... 91 SS 625 440 9,061 5483 62491 44,028 9,061 5,483 
{Texas Ranch & Farm 19.4 20.1 136.7 OLS 19,754 21112 139,412 106,596 19,544 18,760 | Le Bulletin des asia alk eee ities = 
Total Group ...... Tia “Ws ~B2 “Ws “WS “WS E624 “TL18S “S557: |. Aerieuihews .....-- 322.4 30,022 225,652 32,649 
Larger page size (1080 lines) in June 2955. oa eee. pitiiee 376 35.7 245.5 247.3 27,099 25,705 176,725 178,028 27.099 25.705 
Semi bli Star ...... 674 688 S404 S685 67,357 68,781 540.433 568,508 45,275 46,660 
o “io , 39.9 379 306.3 2936 27,940 214,428 205,511 
American Agriculturist 26.9 23.3 2238 2046 19,647 16,956 148.963 17,682 15,069 | Countryman ........ : 24,048 
Colorado Rancher & Farmer 30.7 27.8 257.3 233.2 23,214 «21,000 194,504 176,323 22.240 19,135 | Farmer's Magating ... 218 23.7 1796 173.2 = «=—9,344 «10,176 = 77,032 74,264 = 9,274 = 10,124 
Dakota Farmer ...... 619 56.1 449.4 442.1 48,527 43,967 352,335 346,580 47,802 43,002 | ftFree Press Prairie 
The Farmer ......+++ 60.6 60.6 572.2 562.7 47,519 47,492 448,594 441,145 44,064 43,64) i 95.8 109.8 627.1 650.7 658,409 689,742 61,076 70,718 
Hoard's Dairyman ..... 22 400 3569 3218 30,732 29,199 259,851 234.244 25,755 23,865 | Western Producer .... 49.5 37.6 332.0 2918 52,970 40,276 355,238 312.173 33,306 _ 25,167 
indiana Farmer's Guide 19.2 17.9 159.9 165.6 15,126 14699 125,386 130,461 11.797 11,095 Total Group ...... jee 3564 D5ees DSA TBS 31798 F294 723878 B2727 B30 
Kansas Farmer ...... 3 35.3 335.5 300.2 35,178 26,805 254,955 228,123 33,770 25,397 | tFour issues in June 1956; five issues in June 1955. tLarger page size (1060 lines) in June 1955. 
Detroit Marketers Elect ,Coale, advertising and sales pro-;| Schick Promotes Three quarters in New York, has been| bert W. Frey and takes the reader 
motion manager, General Electric, named field sales manager at Lan-|through step-by-step answers to 


Charles E. St. Thomas, manager 
of advertising and sales promotion, 
metallurgical products department, 
General Electric Co., has been re- 
elected president of the Industrial 
Marketers of Detroit. Other offi- 
cers elected include Robert F. La- 
Rue, vp of Holden-Chapin-LaRue, 
lst vp; Carl Anderson, advertising 
and sales promotion manager, 
Frederic B. Stevens Inc., 2nd vp; 
Joseph T. McCourt, Conover-Mast 
Publications, 3rd vp; Sidney C. 


secretary, and Harry L. Brown, 
McGraw-Hill Publishing Co., 
treasurer. 


‘Playboy’ Plans Move 
Playboy, Chicago, has leased the 


basement, first, third and fourth 


Three executives of Schick Inc., 
Lancaster, Pa., have been pro- 
moted. O. A. Petty, formerly vp in 
charge of sales, has been made a 
member of the board of directors 
and vp and assistant to the presi- 
dent, a new post. M. Jamies Butler, 
formerly field sales manager, has 


floors in a féur-story building at been appointed general sales man- 
230 E. Ohio St. The magazine will |ager and will take over all of the 
occupy the premises upon com- | former responsibilities of Mr. Pet- 


pletion of building improvements ty. Paul Garrity, formerly eastern 


some time in October. \district sales manager with head- 


caster. 


Publishes Marketing Booklet 

A 24-page booklet, “The Effec- 
tive Marketing Mix: Programming 
for Optimum Results,” has been 
published by the Amos Tuck 
School of Business Administration, 
Dartmouth College, Hanover, N.H. 
Copies can be obtained by writing 
Dean Arthur R. Upgren. The book- 
let was written by Professor Al- 


such marketing questions as 
“Where are we now?” “How did 
we get here?” “What conditions 
are we heading into?” and “How 
shall we proceed?” 


RCA Promotes Bennett 

Martin F. Bennett, director of 
regional operations of Radio Corp. 
of America, New York, since Oc- 
tober, 1954, has been named mer- 
chandising vp of the company. 
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Summer Housewares Show ‘Very Successful’ 
Despite Tension Resulting from Steel Strike 


ATLantTIic Crry, July 17—An un- 
dercurrent of tension caused by 
the steel strike marred slightly the 
otherwise highly successful sum- 
mer exposition of the National 
Housewares Manufacturers Assn., 
held here last week. 

Chester M. McCreery, Rome, 
N. Y., the association’s president 
and president of Revere Copper & 
Brass Co., reported “extremely ac- 
tive buying” during the show, and 
said he noted little actual effect of 
the strike on orders written dur- 
ing the five days. 

He said a personal spot-check of 
the 581 manufacturers who exhib- 
ited here showed that “buyers are 
not over-buying and sellers are 
not trying to over-sell.” He added 
that manufacturers are being cau- 
tious about pushing “panic buying” 
in the face of the strike—an atti- 
tude which, he said, differed from 
past experiences during similar 
situations. 


@ Mr. McCreery said that “all 
housewares manufacturers can get 
along during the strike for 30 days; 
a majority of them can get along 
for 60 days, but none of them can 
get along for longer than 60 days.” 

The summer show here was 
called the “most successful” in the 
25-year history of the $2.5-billion- 
a-year housewares industry, by 
association officials. Already con- 
tracted for Convention Hall here 
next year (July 8-12), the associa- 
tion signed a contract for its 1958 
summer show (July 7-11), dis- 
counting rumors that future house- 
wares shows would be held in 
New York’s new Coliseum. 

Few excitingly new items were 
unveiled here during the exposi- 
tion, although brighter colors and 
more gadget-type products were 
found among the some 100,000 
items displayed on three levels of 
the Convention Hall. 


® Attracting most attention from 
buyers and retailers were an elec- 
tric can-opener; an electric blan- 
ket with built-in foot-warmer; an 
electric alarm clock that rings at 
15-minute intervals for an hour 
after it goes off the first time, and 
a combination roaster and oven. 
In the gadget classification were 
found a deodorizer which doubles 
as a bathroom tissue holder; a dia- 
mond-studded fireplace (displayed 
here prior to shipment to Europe); 
a polyethylene bread box with a 
cutting board inside its cover, and 
a package for a plastic shower cur- 
tain which may be used—after the 
curtain is hung—as a Kleenex dis- 


penser. 
Color made its appearance in un- 
expected places—colored plastic 
covers for toasters and on handles 
of kitchen and eating utensils. Pink 
and pink-and-black combinations 
are still strongest among house- 
wares colors, with several new 
shades being shown in shower cur- 
tains and other plastics fabrics. 


@ The increasing emergence of the 
supermarket and chain store as a 
housewares outlet appeared to be 
creating some discomfort among 
retail buyers and jobbers at the 
show. The largest number of su- 
permarket buyers ever to attend 
a summer show was on hand this 
year. 

Although supermarkets and 
chains have become an ever-in- 
creasing outlet for smaller house- 
wares items, the stamp and premi- 
um plans which enable supermar- 
ket customers to obtain larger 
electrical appliances at reduced 
costs are causing some worry in 
the industry. 

During the show, results of an 
industrywide survey of business 
conditions were released by Mr. 
McCreery. Some 30% of the 581 
exhibitors returned questionnaires, 
and the comments disclosed: 


® Sales for the first half of 1956 


“at least as good or from 1% to 
50% better than the same 1955 
period” were reported by 89% of 
those responding. 

® This fall’s business was ex- 
pected to stay at least the same or 
rise from 1% to 50% by 94%. 


® The 1957 housewares business 
will “stay abreast or better that 
of 1956” according to 96%. 


® Yellow, turquoise and rosy pink 
topped, in that order, those voted 
the “outstanding housewares color 
of the year.” 


® The prediction that housewares 
styling trends will provide addi- 
tional new colors, more good de- 
signs and less gadgetry was made 
by 111 manufacturers. 

® Another 115 said they believed 
housewares will be made more 
conveniently available to con- 
sumers through changes in retail 


distribution duri th next 10 


years. 
Some 19,500 per ded the 
show. 
De Mesquita Le ves °SR 
Edwin B. de } u has re- 
signed as vp and: «. ‘ adver- 
tising of Americ. Razor 
Corp., New Yor. | ill an- 
nounce his futur: .pon his 
return from a tri Earlier 
ASR announced - n ofa 
marketing divisic eslie E. 
Parkhurst, forme ral sales 
manager, named .) of mar- 
keting (AA, July i‘ new di- 
version will enco:n, iles, ade 
vertising, merchan::i» .nd sales 
promotion. Josep» 4 |)i:mmann 
was appointed mark.‘ ‘oordin- 
ator, and Lewis J. = ca, sales 


manager. 


J&] Names Division VPs 
Johnson & Johnson. New Bruns- 
wick, N. J., has appoint two vps 
in two of its affiliated companies. 
Vincent Brunelli, former!y director 


of advertising and 

of the Tek Hughes division, has 
been appointed vp in charge of 
merchandising of LePage’s Inc., 
Gloucester, Mass., a recently ac- 
quired division of Permacel Tape 
Corp. Permacel is a J&J subsidiary. 
Vincent J. Robinson, formerly di- 
visional merchandising manager of 
Personal Products Corp., has been 
appointed vp in charge of mer- 
chandising of Tek Hughes. 


MONEYMAKING OPPORTUNITY 


as distributor of exclusive line of display & 
in exquisite mag: . 
meurpaseed Pit; 


Box 133 


PRINTING COSTS TOO HIGH? = 
60 year old AAAI Illinois printing company with complete letter- . 
press and offset facilities including composing room, plate 
making and bindery plus extremely favorable paper sources 
can reduce your costs on all types of printing—broadsides, 
brochures, catalogs, house organs, etc. 
At your convenience, a local representative will be glad to 
discuss your printing requirements with you. 
Advertising Age 
200 E. Illinois Street, Chicago 11, lilinois 
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Twe million lines of grocery advertising in The Times helped 
Bay City grocers sell $26,336,000*** worth of groceries 
last year. Here are two new markets recently opened. 


BOOTH 


THE BAY CITY TIMES 
THE SAGINAW WEWS — JACKSON CITIZEN PATRIOT, 


perior 


“th, but, 


THE KALAMA700 GAZETTE 


Bay City, Michigan 


a choice 


$121,000,000 market 


Here’s a rich, hungry, prosperous market with in- “e 
comes and sales way above the national average. es 


For example: 


Food sales per family are 38% higher than national 


average* 


Retail sales are 41% higher than national average* fs 
Spendable income is 18% higher than national average * 2 
Home ownership is a record 76% * < 
Bay City is an industrial city smack in the center of > 
a prosperous agricultural region. Its industries are 
stable and diversified; factory payroll is $56 million. 


Located on Saginaw Bay, with a fine harbor, it is a 
busy port and the natural trading center of a rich 
eleven-county area. It has excellent freight and trans- 


portation advantages; is an important convention and 


vacation center. 


And the only way to gain full and effective coverage of Se 


this hungry, prosperous, recreation-minded, homeowning 
market is through the 36,200 circulation**** of The ~ 
Bay City Times. Make sure it’s on your schedule, too. 


The Bay City Times 
carried sadeautie tees < rp vam te in 1955 


Serving Northeastern Michigan and its $150,000,000 tourist industry . 


** Michigan Sales Tax Collections—1955 Te, 
***1955 Sales Management Survey of Buying Power : 
**** Average Net Paid Circulation for May, 1956 


ichiqan 


NATIONAL REPRESENTATIVES: AH Koch, 110 £ 42nd St, New York 17, Oxford 7-1280; Sheldon B.°Newman, 435 N- Michigan Ave. Chk age 
7.4680; Brice McQuillen, 785 Market St. San Francisco 3, Sutter | 340); Williom Shurtlif#®, 1612 Ford Bidg.- Detroit 26 Woodward 0972 


SPAPERS 


THE FLINT JOURNAL THE GRAND RAPIDS PRESS 
THE ANN ARBOR NEWS THE MUSKEGON CHRONICLE 
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‘ range of sizes. These letters era absolutely ‘ae 
unique and in great demand by display men, ey 
window people, SS i a, & 
braries and many others. can get the ae 
exclusive representation im your city for cat 

. this line and build # contihually growing SS, 

} business with excellent repeat sales. Smali < 

; initial stock required which will be backed 
= Se eer SA ieee See : 
available to your customers overnight 
delivery. Write for full detaile stating your - 
qualifications to handle Graforel letters in 

¢ your city to: Grace Letter Co., 5 East 47th 
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Has your baby outgrown its formula? 


Formula thinking is quite frequently sold under the label of ‘the 
agency platform’’, or “the agency’s 6-point approach to the 
selling problem.”’ 

Quite frequently it is bottled experience—and actually did speed 
the growth of a new born product here or help an undernourished 
one there. 


But what worked wonders with Peter might not even agree with 
Paul. And eventually a// babies outgrow their formula. 


How about your baby? Is it keeping you awake nights? 


DONAHUE & COE, INC. 
Advertising 
NEW YORK ATLANTA MONTREAL 
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Feature Section 


Advertising Age 


Opinions expressed here are those of the writers, and not neces:''') «of Advertising Age. Comments are always welcome. 


THE NATIONAL NEWSPAPER OF MARKETING 


On the Merchandising Front... 


Lose It to Yourself 


By E. B. Weiss 

It isn’t often than an important mer- 
chandising basic can be gleaned from the 
merchandisingly-backward railroad in- 
dustry. But, then, the Southern Pacific is 
an exception in the railroad field; it is 

/ anything but  back- 
ward. 

In any event, just a 
bit over a year ago, 
Southern Pacific an- 
nounced as_ top-level 
policy that “If we are 
going to lose any traf- 
fic, we might as well 
lose it to ourselves.” 
And to carry out that 
policy, instead of 
mourning the loss of traffic—for example, 
to pipe lines—Southern Pacific built an 
oil pipe line directly along its right of 
way. (Incidentally, that move apparently 
worked out so successfully that right now 
Southern Pacific is building a second oil 
pipe line, and it will cost a mere $34,000,- 
000—so this policy concept is being backed 
up with real money!) 

Now all of this is very pertinent to the 
total world of merchandising. For ex- 
ample, department stores originally 
fought the branch-store concept “because 
it will take volume away from the main 
store.” They didn’t comprehend, first, 
that they were not operating in a competi- 
tive vacuum and, second, that “if we are 
going to lose any volume, we might as 
well lose it to ourselves.” 


E. B. Welss 


® As of this moment, efforts are being 
made by outsiders to compute what has 
happened in the New York department 
stores as a result of their branch outlet 
expansion. However, since the figures 
used are based in part on estimates by 
individuals not connected with these 
stores, and in part on what I regard as 
the totally unreliable figures of the Fed- 
eral Reserve Board, both the figures and 
the conclusions are subject to doubt. 
But no matter what the figures may 
show, the one fundamental which they 
cannot delineate is what would have hap- 
pened to the New York department stores 
—and to department stores elsewhere 
—if they had not opened branches. To my 
mind, the department stores with relation 


to the suburbs were in the same position 
as Southern Pacific with relation to pipe 
lines. And they did exactly what South- 
ern Pacific has since done; they’ve de- 
cided to “lose business to ourselves.” 

Of course, I could point out one great 
difference in Southern Pacific’s execution 
of this policy and that of many depart- 
ment stores. Southern Pacific didn’t per- 
mit its main business (rail transportation) 
to run down, to become obsolete. It didn’t 
starve its rail transport facilities to permit 
construction of the pipe lines. The depart- 
ment stores, on the other hand, have put 
up to 95% of their store improvement 
and expansion money back of their branch 
outlets; the main stores have been not 
only starved but sometimes even stomped 
on. 


s However, the point I would like to 
make is that so often I hear management 
executives remark: “Why, we can’t do 
that. We’d be giving ourselves competi- 
tion if we did.” Presumably, that re- 
solves the point at issue. 

Actually, it does nothing of the sort. 
Basically, the competition a manufactur- 
er, or a railroad, or a retailer doesn’t give 
itself—somebody else will surely provide. 
Competition isn’t discouraged by leaving 
it up to the other guy; it’s encouraged. 

If department stores hadn’t gone in for 
branches they would be in a sorry plight 
indeed at this very moment. (And I might 
add that, if they had gone in for branches 
sooner, and more intelligently, they would 
have achieved more than they have to 
date.) I understand, in this regard, that 
a figure is being bandied about to the ef- 
fect that a department store branch will 
drain some 5% away from the main store’s 
volume. This is, of course, a totally ridic- 
ulous figure. There is absolutely no way 
to measure the drainage, if any, just as 
there is no way to measure shopper pilfer- 
age. Moreover, there is no way to esti- 
mate the amount of business that the 
branch store may actually develop for the 
main store; this is by no means a one-way 
street. 

The great objective is not to avoid giv- 
ing one’s self competition, but to work 
out techniques for deliberately providing 
that kind of intra-organizational competi- 
tion in a profitable way. There is the rub. 


Looking at Radio and Television... 


Advice for the Small TV Buyer 


By The Eye and Ear Man 


Can a small advertiser with a directly 
competing product lick a giant advertiser 
with a number of television programs on 
which several of his products share the 
time and costs? The answer is “yes,” but 

handicap is great. 


Television programs cost a lot of 


money. Few individual brands can afford 
the $4,000,000 a year necessary to main- 


tain a half-hour program and pay its 
time, talent, commercials, and promotion 
charges. Large corporations, therefore, 
use the three minutes of commercial 
time allotted to the half-hour to sell three 
different items, for the most part. The 
costs then are proportionately allocated 
by brands and even seasonal problems 
are easily handled. 

Sometimes corporate bookkeeping can 
afford a real bargain to a brand that 


Tips for Small TV Buyers 
Group Thinking Important: Wooif 


horma.iiy could not afford any but the 
‘modest kind of advertising. Often 
the result is the domination of the market 
by thot brand. Ajax cleanser, which for 
years nad a fortuitous ride on the “Col- 
gate Comedy Hour,” dominated its cate- 
gory almost to the extinction of its com- 
petitors for a while. 


most 


® There is no question that the whole 
is greater than the sum of the parts. The 
continuing growth of large corporations 
is due in part to the ability of these giants 
to buy advertising and particularly elec- 
tronic advertising economically. So what 
does our latter-day St. George do to 
compete with the dragon thinly dis- 
guised as a billion-dollar corporation? 

The first advantage in the tussle is the 
speed and determination. of the little guy. 
His very existence depends on his fight 
with the giant. The fellows who run the 
brands in a large company never forget 
that the old pay check has the parent 
company’s name on it. The little guy 
knows what the only pay check he’s going 
to get is what he hustles himself. The 
company man knows that he’s got a 
secure job as jobs go and in 30 or 40 years 
he can retire with a comfortable little 
income. The solo flier knows if he builds 
a business and sells out to a large corpo- 
ration he can be a fat millionaire. 

Now to get the record straight, there’s 
nothing magic about television to help 
the little guy. He may have great mer- 
chandising weapons such as a lower price, 
good point of sale help (which he 
bought), superior product, good distribu- 
tion and shelf position and maybe even a 
consumer franchise. But smart use of 
television and radio can help. 


® Since the small advertiser cannot use 
a big network show and since he is likely 
to be swallowed up by buying a partici- 
pation on a network spot carrier like 
“Today” or “Home” or an occasional 
spectacular, he must use his energy and 


Agency-Media Case Summed Up 
Six Ways to Make Women 


ingenuity. He and his agency must beat 
the bushes for bargains and move quickly 
on opportunistic buys. 

The first major decision is to concen- 
trate on areas where his business has the 
greatest chance to lick his competition. 
A possible program would read like this: 

1. Radio spots in selected market areas. 
No less than 10 to 20 spots a week for as 
long as the budget can afford. Early 
morning is especially recommended. 
These spots can be used on an in-and-out 
basis since they are always available. 

2. Television spots in the same market 
areas maintaining a regular five-times-a- 
week schedule. Unless this schedule is 
maintained and constantiy improved, 
marginal spots will result. Twenty-second 
nighttime spots between high-rated pro- 
grams are, of course, the goal. 

3. Pick up summer or winter network 
programs three or four times a year from 
advertisers with important network fran- 
chises and seasonal sales. Pre-Chrisiinas, 
post Christmas or summer is the most 
frequent time of availability. 

4. Local buys picked up on the same 
basis. : 


® This kind of schedule gives power for 
special pricing, dealing, or introduction 
of change of label, product or new prod- 
uct, plus continuity of advertising. The 
price for all will depend on the number of 
markets that can be fitted into a modest 
budget. One word cf warning: If our 
petit hero does not have a good commer- 
cial, he may as well save his money. 

Good electronic advertising lives or dies 
with the commercial. Apply a Piel 
Bros. type commercial to the above sched- 
ule and you have dynamite. Take an 
ordinary cluttered-up, busy, borax type, 
and you have a waste of good money. 
Don’t skimp on your agency brains or 
cost of producing the commercial. From 
7 to 10% of your total budget should be 
applied to these commercials. Be sure 
they are good! 


Just Looking... 


You keep hearing about how adver- 
tising is a lot better today than it used 
to be. 

If this is so—which I sometimes 
doubt—I don’t think it’s anything that 
our creative geniuses can grab much 
credit for. 


taken by the photoengravers, type de- 
signers, photographers and research 
people. And, perhaps I should add, the 
FTC. 
Certainly, advances in the graphic 
arts have resulted in vast improve- 
ments. You can fill a page with a close- 
up of a banana cream pie nowadays, 
and it almost looks like an ad. 
Consumer research has given adver- 
tising a new solidity. And I suppose 
we'll have to admit that the FTC has 


The bows, it seems to me, should be © 


By Walter O'Meara 


made it more honest. . 

But as for the copywriters and art 

directors, in what ways are they su- 
perior to their predecessors of a few 
decades ago? 
. They’re different, to be sure. It 
would be a mighty peculiar thing if 
they weren’t—if they were still writing 
copy like Claude Hopkins’ and making 
layouts like Fred Suhr’s. 

And this, the professional moderns 
(God, how young we are!) seem to 
think, is progress. Well, perhaps it is. 
Or perhaps changing copy and art 
styles and technological advances are 
being confused with something more 
basic. 

My own impression is that creative 
thinking in advertising isn't really any 
better than it used to be. Only smugger. 
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Salesense in Advertising ... 


Concerning the Importance 
of Group Thinking 


By James D. Woolf 
Advertising Consultant 
It has sometimes been said that great 
advertising themes are rarely the result 
of group thinking. Seldom, we are told, 
does a huddle in the conference room 
produce the inspired idea. Memorable 
themes (the Lifebuoy 
“B.O.” concept, for ex- 


ample, and  Pepso- 
dent’s “Film on 
Teeth”) were not 


dreamed up in smoke- 
filled rooms. One that 
is cited often (Wood- 
bury’s “A Skin You 
Love to Touch”), and 
still in use today after 
more than 40 years, 
was sweated out by a single creative 
brain. 

While all of this, I believe, is true as a 
general rule, nothing could be more mis- 
taken than the notion that a “meeting of 
minds” is a waste of time. On the con- 
trary, it has been my experience that 
such meetings are immensely valuable. 
The best work today, I believe, is coming 
out of agencies faithful to the “huddle 


system.” 


= For one thing, copy and art people are 
seldom as close to the account and its 
problems and requirements as are the 
account executives and their immediate 
associates. Oftener than not, the account 
executive has a better knowledge of the 
product and its marketing opportunities 
than anybody else in the agency. He also 
brings to creative meetings his under- 
standing of the client’s intimate knowl- 


James 0. Woolf 


Employe Communications... 


edge of the problem at hand and its pos- 
sible solutions. Too, he is generally hep 
to what competition is up to, and to 
what is going on in the field. 

Time, issue of July 2, comments on 

“a redrawing of the traditional picture of 
the lone scientist or inventor experiment- 
ing in his own workshop and, with his 
own flash of genius, discovering a new 
principle . . . Now task forces that may 
number hundreds are thrown ifito a proj- 
Ges." 
I believe that something of this sort 
is going on in the agency business. To a 
greater extent than ever before, task 
forces of specialists are thrown into the 
planning and execution of advertising 
campaigns. 

The fact is that good advertising ideas 
come easiest from a thorough knowledge 
of the product and which of its benefits 
will have the greatest appeal for the 
greatest number of people. When the 
copywriter and art director have been 
fully briefed by the account executive, 
by research, media, merchandising, and 
marketing people, and, when essential, by 
agency management, they have a far bet- 
ter chance of coming up with a sound 
idea. When the problem is perfectly un- 
derstood and the objective exactly pin- 
pointed, the battle for a good theme is 
more than half won. After the theme has 
‘been developed, partially or fully, it 
should be reviewed by the group which 
participated in the original thinking. 

It is my belief, as I have said here 
before, that the production of superla- 
tive advertising is the agency’s No. 1 
function. Outstanding advertising is usu- 
ally the end result of group thinking. 


Labor Writer Salutes Management Man 


By Robert Newcomb and Marg Sammons 
(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) 

A eulogistic obituary, written by a la- 
bor union columnist about a management 
opponent, would seem at first glance to 
fall into the man-bites-dog category of 
news. The cynic in labor-management 
relations looks carefully, not at the lines, 
but between them, for the veiled sneer. 

Granted, it’s no everyday occurrence 
for the labor press to express itself favor- 
ably of a management foe, but it happens 
fairly often. And nowhere in recent years 
has so fine a tribute to a management 
man been paid as in a recent column in 
the Wisconsin CIO News. It was written 
by Max Raskin, the union’s state legal 
counsel. It was written about James 
Croke of Milwaukee, the brewing indus- 
try’s legal spokesman at the bargaining 
table and attorney for the Jos. Schlitz 
Brewing Co. The two men—author and 
subject—had been classmates at Mar- 
quette law school; Raskin had gone the 
labor way, to blaze a bright trail, and 
Croke had gone the management way and 
had done likewise until death struck him 
down a few weeks ago at 49. They were 
to meet many times across the bargain- 
ing table. 

Of Croke the labor columnist wrote: 

“In our discussions and arguments, 
each representing our clients, Jim never 
scolded, called names, or failed to remain 
a gentleman. He considered the union 
representatives equal to him. He carried 
no superior attitude because he was on 


the side of management. In all of his ef- 
forts to secure a better bargain for his 
client, he never sought an unfair advan- 
tage at the expense of his adversary. 

“Jim realized that good business in the 
market place calls for good working con- 
ditions in the plant. He saw the necessity 
for satisfied workers who were, after all, 
the consumer base of his client’s product 
.. + He understood the other fellow’s 
point of view, and never tried to belittle 
it. He would disarm his opposition with 
a smile, a kind word, a twinkle in his eye, 
and bring the point at issue squarely be- 
fore the representatives of both labor and 
management. Jim Croke was the truest 
exponent of good labor-management re- 
lations. In the past few years particular- 
ly, he advanced the cause of labor peace 
and found thousands of friends in the 
ranks of both labor and management. He 
was a noble citizen of our community. He 
contributed greatly to a better under- 
standing between men and the peaceful 
solution of their differences.” 


® Such words of praise from a spokesman 
of labor are not easy for a management 
representative to earn. Many of manage- 
ment’s bargaining agents, unfortunately, 
will probably pass to their ultimate re- 
wards unheeded and unsung by the labor 
press. It should not have happened to 
Croke, and his adversary across the bar- 
gaining table saw to it that it did not. The= 
authors of this column also knew Jim 
Croke and can add only one word to the 
tribute Max Raskin of the labor move- 
ment paid him. That word is “Amen.” 
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The Creative Man’‘s Corner... 


‘Institutional’ Is Correct Term 


TAKE SHELL'S SAFE DRIVING QUIZ NO 8 


TO MAKE YOUR MEMORIAL DAY TRIP SAFER 


Are you a patient driver ? 


60012556058841034879 
37330946564916142802 
47869870013159112273 
38040427376416789578 
73508309088305480078 
32623464748406104324 
97591995493663035106 
74012319555979096982 


— se. 


and are probably a safe driver. 


waste of time? 


As an institutional campaign, Shell’s series of Safe Driving Quizzes has far 
more interest than most institutional campaigns. Like most institutional cam- 
paigns, we doubt that this one will do much of an immediate nature for Shell 
—except to start building a respect for the name and the products that did not 
exist before. And when we say this, we do not mean we think that people did 
not think Shell products were good. Not so. We refer, instead, to the intrinsic 
value of institutional advertising in building around products and companies 
an aura of unquestioning respect and confidence. 


In this sense, we feel the tendency to call institutional advertising public re- 
lations advertising is ill-founded. It was started, we suspect, because the hard- 
sell addicts found their attitude bolstered when they poured venom on all 
advertising labeled institutional. But we feel the term is correct and ap- 
plicable—for good institutional advertising makes the company running it an 
institution; it gives it a timeless quality; it makes unnecessary any longer any 
reason for justifying its existence; it sets it off as a leader, as more than just 
another company in a particular industry, as...an institution. 

Incidentally, the ad here asks you to pencil all the 6s you see and cross out 
all the 9s. The box at lower left tells you that if you skipped down to peek at 
the ratings, you’re much too impatient; if you quit half way, you may be a 
good driver only part time; if you finished, you showed you can be patient 


As far as we are concerned, that’s all well and good. But how about the guy 
in a tough jam who has to make up his mind in an instant? Might he not be 
the very person whose facility makes circling 6s and crossing out 9s a sheer 


Looking at the Retail Ads 


| By Clyde Bedell 
(Mr. Bedell is a consultant in cre- 
ative advertising and advertising 
training.) 

I cannot vouch for the authenticity of 
the following conversation between an 
architect and a man about to build a 
home. But it is likely to come true if 
it hasn’t occurred yet. 


se “If I am to design a house for you, 
I must express myself as a designer. 
Certainly there is nothing creative about 
designing a conventional house such as 
is extremely easy and comfortable for 
people to live in.” 

“You're not serious!” 

“Indeed I am. As an artist I have 
my own aesthetic sensitivity—and an 
aesthetic hunger my work must satisfy.” 

“How would you do that in designing 
a house for me?” 

“Quite simple, really. We must do some- 
thing that others have not done. For in- 
stance, bathrooms are usually near bed- 


rooms. We will place bathrooms by the 
living room and kitchen, and remove them 
from bedrooms. Moreover, we will place 
all bedrooms on the first floor, and the 
kitchen and living quarters on the second 
floor.” 

“Wait a minute. You’re crazy. Why, 
everyone would laugh at you, and say 
I was crazy.” 

“No, I hardly think so. The world of 
art is in a strange state today. And if 
we do something like what I suggest to 
you, there are many other artists who— 
wishing to be different—will probably fol- 
low suit. And you would be pointed out 
as the first man with a house like that. 
Indeed, you would be given many awards 
for it, no doubt, for the penchant for 
criginality at all costs is so common, that 
contest judges are apt to be among those 
striving to be different at all costs—and 
they would likely reward my effort!” 

“GOOD-BY!” (Door slams.) 

In advertising we have such a situa- 
tion. Advertising is invested in as a 
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means of communicating selling mes- 
sages to an audience, and its objective 
should be to reach as many people as 
possible with the most interesting and 
persuasive story possible. Clarity and 
forthrightness are vital. 

But a layout artisi—more properly 
called an advertising designer—is in- 
terposed befween the store’s message and 
the newspaper reader. And what he does 
may have no relationship at all to the 
end desired by the man who pays the 
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five qualities, *6” . “137. 


ee ee 


advertising bill. The artist may wish to 
be different and original—at all costs. 


@ Read the ad above at left. When you 
get the prices read, if you continue to 
read in the time-honored way, down- 
ward, you see mentioned “two domestic 
broadlooms.” Then what do you do? If 
you seek details beyond those at the 
bottom of the page, pertaining only to 
those two “domestic” items, you find 
“three wools” from Germany up above. 
But there is no copy, ne helpful informa- 
tion, no selling in connection with them. 
If you search the ad you find nothing 
illuminating about any of these items, 
beyond texture, fiber, color, and price. 
(Maybe the merchandise is no good.) 
It may occur to you then, before you 
straighten out the absence of informa- 


G. D. Crain Jz. Says... 


tion, that there is a sixth illustration in 
the ad which shouts about “five quali- 
ties.” If you start seeking out the reason 
maybe you catch the very top line of 
type at the right. “First time this low- 
priced.” If you demand some explana- 
tion of that headline, you may at last 
locate the following illegibly imprinted 
in black on the top right sample: “Double 
thick wool broadloom hand-made to your 
order in one piece in any size or color, 
square yard, $21.50.” Not much to say 


Semi-Annual Sale 
broadloom in 


five qualities, 
$65 ® 3137 __ 
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about an expensive broadloom! And which 
of the “five qualities” is this sixth? 

At the right, all these identical ele- 
ments are rearranged for the benefit of 
the reader—hence the store. Space for 
selling copy is now available for every- 
thing. Have you ever heard a salesman 
sell broadloom without words? 

This revision is not intended to be the 
ideal presentation. It is simply rearrange- 
ment of the left hand ad, plus provision 
for copy. 

When a store spends around $2,000 for 
an ad, it would seem reasonable that 
both copy and layout should do as full 
and effective a job as possible. It is not 
effective to indulge in unconventional 
layout ideas at the expense of*€opy omis- 
sion, while producing confusion and 
bobtailed service for readers. 


Let's Get the Picture Straight 


A short time ago the advertising man- 
ager of one of the nation’s largest com- 
panies phoned me from a city 1,000 miles 
away to ask a rather startling question: 

“Is the 15% agency commission system 


still legal?” 
The reason the question was startling 


is that in spite of the large volume of 
information which has been published re- 
garding the litigation between the Depart- 
ment of Justice and the Four A’s and 
media associations, many people are still 
confused as to what the action was all 
about and what the resuit of the consent 
decrees signed by these associations will 
be. 

i 
s'The advertising manager referred to 
told me that his legal counsel, after re- 
viewing the published reports regarding 
the initial action and the consent decrees, 
advised him that the Department of Just- 
ice probably would wait a while to see 
if the media decided to grant net rates 
to advertisers, and if they didn’t, would 
no doubt start new action to bring this 
about. 

This is so completely at variance with 
what has happened that it seemed to me 
that a statement of the simple facts might 
clarify the situation for some hasty read- 
ers, who have gathered impressions that 


are not at all in line with what has 
actually taken place. 


s Here is the situation as I see it: 

1. The original indictments returned by 
the federal court at the request of the 
Department of Justice did not involve 
the 15% agency commission as such. 

2. The action taken was under the 
Sherman ‘anti-trust law, and accused the 
agency association and the media groups 
of conspiring to grant commissions to cer- 
tain agencies and not to others. (There 
were refererftes in the indictments to the 
fact that the media do not allow net rates 
to advertisers, but here again the allega- 
tions were leveled at groups of agencies 
and publishers, and not at individual 
agencies and media.) 

3. The consent decrees prevent the 
agency association and the media groups 
from enforcing a system of recognition 
which restricts granting commissions to 
certain agencies and not to others. 

4. The associations of media can con- 
tinue to disseminate credit information 
to their members, but must not “recog- 


’ nize” specific agencies as being entitled 


to commissions, while withholding recog- 
nition from others. 

5. Individual media can continue to ex- 
ercise their own judgment as to the 


agencies to which they will pay commis- 
sions. They are conducting private busi- 
nesses, and as long as they do not dis- 
criminate in granting commissions, they 
are at liberty to set their own policies 
in this respect. 

6. The Four A’s may continue to advo- 
cate the advantages of the 15% commis- 
sion system to media, advertisers and 
agencies, but may not enforce this system 
through joint action by its members. 


= The reason that some people are con- 
fused as to the significance of what has 
happened is that since the consent de- 
crees were signed, the Assn. of National 
Advertisers has started a drive to review 
the present method of agency compen- 
sation, and has a committee studying the 
subject. ; 

The litigation involving the recognition 
system of media associations has brought 
the whole question of agency compensa- 
tion into the spotlight, and has resulted 
in this ANA activity, but it has no direct 
relationship to the action taken by the 
Department of Justice or by the associa- 
tions in signing consent decrees. 

As of now, media are strongly inclined 
to continue paying agency commissions 
just as before. Since associations of media 
and agencies may not police the opera- 
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tion of the system, there is belief in some 
quarters that more advertisers will set 
up house agencies than before. However, 
house. agencies are nothing new, have 
existed for a long time, and will continue 
to operate. Because there are so few of 
them, it is evident that they have not 
proved to be directly profitable or par- 
ticularly efficient in producing good ad- 
vertising. 


# No media have granted net rates to 
advertisers, as far as anyone knows, and 
there is little likelihood that even import- 
ant advertisers could get this concession. 
However, the immediate effect is that 
advertisers and agencies are jointly re- 
viewing costs, with the 15% discount as 
the starting point for negotiation on actual | 
compensation for agency service. Here * 
again this has been done before, but the 
discussion is now more widespread, based 
on broader agency services and actual 
cost studies in relation to each account. 


® Thus, while the agency commission 
system is now under intensive study by 
advertisers, its legal position, as it relates 
to individual media dealing with individ- 
ual advertisers and agencies, has not been 
changed in any way by the signing of 
the consent decrees. 
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The COPYWRITER'S Art Course 


Copyright 1956 by Paul Pinson 


Six Ways to Make Women 


(Trace THése, 1F Yow wawr To us THEM) 


Hair: Don’t let the art department 
mistake one of your women for a 
man. A few curls alone will do the 
trick. Keep 'em on top and side of 
the head. 


Eyes: Eyelashes added to most any 
eye you draw shows femaleness. Men 
have eyelashes, too, but shouldn’t be 
shown in your roughs. 


Ears: Where proper, throw in an ear- 
ring. This will cinch identification 
if you get it in the right place. 


Mouth: The double arc, or cupid’s 
bow on the upper of a full-pair of lips 
clearly indicates where the lipstick 
should go. Black the lips in, if you 
want, but this can get messy unless 
you’re sure of yourself. 


Chin: (See diagram, left.) Never un- 
derestimate the power of a small chin 
when Drawthinking women. 


Delicacy: A lighter line, compared to 
a bolder treatment for male figures, 
can be used with effect. Other ob- 
vious body differences will be cov- 
ered later. 
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Next Lesson: Which 
Triplet Hasn’t H.A.B.?” 


af PResnes, of wer Smee?) 


et ere Noyes pai : ‘ oes ee ae ek 
* io 
nae 
ere a 
ae 
Bee! 
¢ ge 
vice a . 
Jes. a eS 
etetom | > 
ee , 
i aoa 
a 
Pee 
re 
oe a 
a 
. 
ip _s 
Pee 
ee ' 
Peat ts ne an 
a. te 
) Saee ° ke. i 
‘a Semi-Annual Saleiiueeanes “ 
coke ee d 
poe . ~~ J ‘s 
ee Sara bee a? tees si } 
Bar aah ge Pe = 
Ay ihe Ghai = j 
ie Sk ee Ee es ep nj , 
ee ee 7 ee Bus Stes thee wok > 
eee basi wmported trom Germany, i 
‘" a there sone wont Fats # 7 
ae empeeted rere Ccrmany, e . —eer —= a —— 
eae adic bor Bectd’s = ie 
‘s safer _  broadloom | in = “a 
ar | gee pee = a 
its Be ae is 4 beer ae = 
beay RES ei seen ae oat ot ete my 
ery. " a Ee wari Pits SE iam Ea ~ Mi 
ie \ oe 3 . 
es. SHES 
Parry: ES pase ogee te | ew me nov nm Fe oom ret mee ee ee ere 
en Naas an double thick woot brosdicom 
oe , i te Ne 3 hand made © your order in 
Aas 4 ; a —_ Pet Pea, one prece any size or color 
Poet ’ Pe 1 es 4 y 4x aa wooo -- -- - ---- - - - -- - ---- - +--+ 
bye ” pit . es se aualy and «shoe $F} a SS i wMUA 
etd pr. ae i a rere , oF ag : — 
Sch Be ys no Sat pa Ah? ———— ! oS ~ 
<y Be ai “ B +5sce> : Ss | 2 a 
ie = 
ea ra ® 
2 he 
per ane = “ 
i —————— \Ss* 
er oe ee ee ee a aaa en: ‘ 
Ret —_—eoern oe or see ee oo Oe S| SS SS -  ehXhie > —- Ch —-——(—aC—eOtlhlhl 
gre 4 
Bi ee 
ie % ‘ 
a ; 
r . . 
di } 
aad /j 
Pia. A, ; 
pe < 4": sé : }} , 
ay (/ | 
tee ; 
i oot 
ae 4 | 
=i A 
A ' Y 
cake 
SD BZ | 
eg WZ) | 
ea: — 
ee = : 
ai: = 
; “a ee 7 
“a 
35 \ 4 
gui 4, | 
Ree v 
a ‘U; - 
* ge ° 6 
Pe — 
as - ‘ . ' 
ee i “<<< -——“—2c = — 
Riek: 
ms. -———e Se ew eee - : 
Bae: } 
be ariations DD ae | 
be opting PUK OP # 
pew e : 
BS. . 
an Of Course, there are Gor 
ee lots of other ways... ‘ ae 
‘<3 Mp AD 
— Come VP. 4 
oe } Cvrovr 
ax . ) THIS 
oa : PHOTO 
ve U 
ae wid~ 
ze TT Trace rt 
: ee 4 
s me Sa | 
_ ) RC — Sa) ] 
ia - 


—— — _ : 


| “VRield ¢Stream | © 


SOOO 
SO 
area ee 
So 
5 
SOOO 
SOOO 
SOOO 


. Announces the Highest Ci: culation in its Histor y 


SOO 
ene eee 
ee eee 
SOOO 
SOOO 
SOOO 
Sooo 
So 
SOOO 
SOO 
OOo 
SOOO 
SOOO 
SOOO 
SOOO 
SOOO 
SO 
SOO 
SOOO 
Sr 
So 
SOOO 


(AVERAGE NET PAID, FIRST SIX MONTHS 1956)* 

‘ A whopping 10% gain over the same period last year; against 
| an 800,000 guarantee, this gives astute advertisers a 

! BONUS CIRCULATION OF 141,904 


in terms of dollars-and-cents value, that’s a . 


| $3.18 COST-PER-THOUSAND FOR DELIVERED CIRCULATION § 


— further evidence why more and more national advertisers are 
placing more and more space in the magazine with more and - 
more good customers — 


America’s Number One 
Sportsman’s Magazine 


#As filed with the Audit Bureau of Circulations, subject to audit. 
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Imprinting Bows 

Graphic Imprinting Service Co., 
an affiliate of McKenzie Service, 
advertising imprinter in New York, 
has been formed in Philadelphia. 
Officers are R. B. Rinehart, for- 
merly advertising production man- 
ager of Hamilton Watch Co., 
president; Henry M. Newman, 
McKenzie Service, vp, and Wil- 


liam «Crater, Excelsior Bindery, 
Philadelphia, secretary-treasurer. 


Cooper Named Director 

Randall H. Cooper has resigned 
as president of the State Street 
Council, Chicago, to take a post as 
executive director of the Chicago 
Central Area Committee, effective 
Aug. 1. \ 


W YOUR TV SPOTS REQUIRE EVE- 
CATCHING MOTION ON A CONSERVATIVE 
BUDGET, TRY STOP MOTION FLMS! 


Much. much lower in cost than full animation (which 
we als) do for the heavie: budget), Stop Motion gives 
IMPACT to your TV sales memage at LOW COST 
Write us today for Sample Reel. 


a CHICAGO, ML 
1323 S. WABASH 


. 
NEW YORK, N.Y. 
341 W. 44th &. 


MODEL—The Budweiser Clydesdales pause for picture-taking in 

front of a cut-out depicting them in action. General Outdoor Ad- 

vertising Co., which installed this Atlanta bulletin, believes it is the 
first photo of the team with its painted counterpart. 


Named by Avery-Knodel 
Procter & Gamble, has joined the 


sales department of the tv divi- 
sion of Avery-Knodel, New York, 
station representative. 


Robert J. Kizer, formerly with 
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Press Wireless 


Asks FCC Okay 
on Reorganization 


WasuHIncTON, July 17—A major 
expansion program and a plan to 
change corporate control of Press 
Wireless Inc. have been submitted 
to the Federal Communications 
Commission. 

Press Wireless, organized in 1929 
to provide a communications me- 
dium to help U.S. newspapers and 
Magazines get adequate foreign 
news coverage, is now controlled 
by the Chicago Tribune, San Fran- 
cisco Chronicle, Chicago Daily 
News, Akron Beacon Journal, Mi- 
ami Herald, and Knight Newspa- 
pers Inc. They own 51.57% of the 
outstanding stock. 

Under the plan submitted to 
FCC, the New York Times, New 
York Herald Tribune and Time 
Inc., which now hold 48.10% of 
the stock, would become majority 
stockholders, and the present ma- 


SUPER MARKGL@MERCH 


Se 


NDISING — 


Ani gain; Super Mashat Manchessdtihag aiid ubire. The men whees explo- 


sive “Behind the Golden Curtain” revealed the true scope, size and strategy of 
the super market industry did it again in July and August . . . will do it again 


Drei eietis ith dhbilidlinio on mie 
market industry with a whole series of depth- 
edited issues to solve the problems that BIG- 
NESS is creating for super market operators in 
all ports of the nation. 

The new SMM is big, powerful, dramatic — 
and what's more it is being read, and re-read. 
Gach izsue is so complete, different, useful, that 
it will never be further away from an operator's 
elbow than his checkbook. 

The new SMM defines the secret of big super 
market operations as REACH — the ability to 
reach out and command resources, attention, 


RUACH is the word, t00, for SMM itself — 


ae Ss ae ay ts et ren " $f 

in its radically new editorial concept. Incisive 
writing, big picture technique, research in depth 
are delivering readership never before achieved 
by trade magazines. 

SMM is a new powerful tool for national 
advertisers — who need reach in sales message, 
reach in promotional dol- 
lars, reach in advertising. : 
single decision about selling. — 
io Super markets, reach now 


5% 


sn opel Aegina 
dising and see for yourself — 

the most exciting new publi- _ a4 
cation in the foud field. © 


SUPER MARKET PUBLISHING CO., INC. 
HAMSAS CITY: = LOS ANGELES: 67 West 44th Street, New York 36 ¥ 
BAltimore 11-7303 DUnkirk 8-6134 i 
om rman ear MUrray Hill 2-2180 


rene ts 


jority stockholders would felin- 
quish their holdings. 

Upon consummation, the Times 
would own 35.87%, the Herald 
Tribune 27.57% and Time Inc. 
35.95% of the stock 


@ The status of other minority 
stockholders would remain un- 
changed. They are the Times Print- 
ing Co., publisher of the Chatta- 
nooga Times; Editor & Publisher; 
North American Newspaper Alli- 
ance; Rocky Mountain News; Reu- 
ters; International News Service, 
and United Press. 

In its application for expansion 
of facilities, Press Wireless pro- 
poses to transfer operations from 
its 185-acre site in Hicksville, 
N. Y., to a new 500-acre base at 
Centereach, N. Y. 

The company handles about 
964,000 words daily, or 70% of all 
press messages coming into and 
leaving this country. 

William J. McCambridge, presi- 
dent, said the proposed expansion 
is designed to insure the U.S. 
press of continuing low rates for 
transmitting and receiving over- 
seas press messages. In 1922, he 
said, press messages from London 
to New York cost 10¢ a word. To- 
day the cost is 2¢ a word. 


Maryland Law Curtails 
Cigaret Bait Ads 

The unfair cigaret sales law of 
Maryland, which was passed by 
the general assembly and went in- 
to effect July 1, prohibits retailers 
from using cigarets as loss-leaders 
and as “bait-advertising,” J. Mil- 
lard Tawes, state cqmpientian, iss 
announced. 

Under administration of the 
Maryland State License Bureau, 
cigarets can no longer be sold be- 
low cost, and must adhere to es- 
tablished fair profit margins. 
Retail license fees have been in- 
creased from $25 to $27.50 to help 
defray costs of administering the 
new statute. Additional licenses 
will also be required by cigaret 
wholesalers and vending machine 
operators, according to terms of 


Iroquois China Sets Drive 
Iroquois China Co., Syracuse, 
N. Y., will break a fall consumer 
magazine campaign for its Im- 
|promptu and Casual china. Starting 
in October, page ads will run in 
Bride’s Magazine, Good House- 
keeping, House Beautiful, Living 
for Young Homemakers and Mod- 
ern Bride. Handling is Alfred 
Auerbach Associates, New York. 


Visking Boosts Hejnemann 
Visking Corp., Chicago, has ap- 
pointed W. A. Heinemann to the 
new post of advertising manager 
of the plastics division, which 
headquarters in Terre Haute, Ind. 
Mr. Heinemann formerly was as- 
sistant advertising manager of the 
company. 
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Advertising P d Linage inC M ines 
June and Year-to-Date Figures for U.S., Canadian c/ «eign Publications Reporting to Advertising Age e 
- Pages - Lines : ¢ Pages Lines : 
June dune = Jan.-June Jan.-June June June Jan.-June — Jan.-dune June June = Jan.-June  Jan.-June June dune Jan.-June Jan. -June 
1956 1955 1956 1955 1956 1955 1956 1955 1956 1955 1956 1955 1956 1955 1256 1 fs 
Weeklies, Bi-Weeklies, Semi-Monthlies doves Parade siivensuane 15.4 15.7 91.3 99.9 6,596 6,740 39,151 42,849 a, 
ed {Screentand .... swevsaeges 13.3 109 36.3 20.0 5,706 4,679 15,568 8,597 
Capper’s Weekly ............ 74 101 85.3 84.3 7.398 10,098 85,266 84,247 et : ae 
tChristian Advocate ........ 15.3 162 1154 119.1 6,352 6,698 47,770 49,296 =iCorticentral Confessions. 4S << aso — 6.218 — 22,109 —_— 
SD. cucsGrins’ <raioahces 96 938 5081 5139 64997 63,795 345515 349456 | on pe hey ae) a ea Soar 21.794 a 
tCue OCS e Ce oeesoncccsesecs 91.5 72.8 446.5 429.6 39,234 31.244 191,544 184,297 Reveals Romances ....... 145 11 97.8 94.1 6.197 4,776 41,934 40,386 ¥ 
— Fee Seer er re 28.0 8623.9 185.9 162.2 28,033 23,897 185,914 162.150 ip De 14.7 115 100.4 99.1 6,294 4,935 43,074 42,518 
Ror rie phoaapieeat: 378.3 394.2 2,331.4 2,329.4 257,207 268,080 1,585,370 1,583,976 we Seven ue: us 2S ele 4.983 15.177 10.151 
ME prncomeseee seve sence 1 118.9 805.7 Ra 94 == potty ad canine True Story Wamen’s Group: ; 
Sie RR ewe 3 280.4 2,324.0 2,038.9 1601 . . Photopiay j ; 259 
Newsweek 202 27 281 16279 aed Usse 100009 Ga7es ssIB | TS SS Soa togsa i800 S7.7el 6.385 
Dg Al ea Rte SS 950 67160 SL 5S 3 8, . True Experience .....eeeee 25.7 269 WiS 1581 112,029 12,531 60,706 67,809 
kn einai 84 10.0 96.0 106.0 3,519 4.216 40,326 44509 | | ~—_ ag ay pipers ae 
) $Saturday Evening Post ...... 349.0 313.4 1,904.9 1,867.5 237,302 213,093 1,295,326 1,269,907 | Stores ss ’ oR RE ~ = pipe % 
B= Saturday Review... 222! 508 433 443.1 4200 «21.313 «18,186 © 186,093 176,400 ||" Romance esse csees oe : 275 155,888 135,831 
i Sporting News ........... - 26 329 1456 1571 29,988 35,694 158,007 170,455 tt StOry sass eeesewes 3 SS 3634 316.6 = 30.603 23,275 155, 
$s Mustrated -... 2 22. 935 682 5339 3511 40,102 29,247 229,061 150,640 | = [otal Grou .........05, 5192 “4827 27930 27918 (e41207,199 1,198,132 1,197,600 : 
ye ib beahaetids 282.8 269.4 1,840.4 1,660.6 118.764 113,138 = 772,939 697828 | NOTE Figures for each publication in the Dell, Faweett, Ideal and True Story groups include all advertising carried by the on 
US. Naas & World Report’”” = 2eeS | gHBS MZ SA B78 22688 gabsa20 | "00 2 2 whole PLUS additional advertising carried by each indiviéual publication, ; 
Total Group |." ESS TRUST IOs ikvers Lares LmaaTs Tino 7emoa7a | 1% 7 J7e ‘ssues combined; started publication as a bi-monthly with March-April 1955 issue. jJune-duly. issues combieed. 
A ERG re 596. 4 ‘ y f § May-J ined. " 2 ; jon bi- 
tFour issues in June 1956; five issues in June 1955. {Five issues in June 1956; four issues in June 1955. with, Aorit-taay Some ee ee eee r 
June-July issues combined; started publication as a bi-monthly with April-May 1955 issue. #Not included in totals. 
Women’s a 
§Bride’s Magazine .......... uso 1390 «5122s an. n.gao Ss w7.8as = s73i2 «19.282 | Magazine Linage Trend. figures in thousands 
Everywoman's Magazine ....... 293 327 1992 2311 12547 14066 85.4 99,134 
7 Sane 517 664 3448 407.2 22188 28477 147,924 
Good Housekeeping ........ 1105 1095 749.1 6806 47,381 46,965 321, 
Ladies’ Home Journal ...... 92.7 87.0 6228 6059 63.021 59.153 423,532 
McCall's Magazine .......... 694 724 4568 4485 47,186 49,205 310,654 
¢Parents’ Magazine .......... 516 533 331.3 324.7 22,185 22,909 142,524 
Wadia oiocaeas 044 785 669.7 643.0 64222 53,394 455,404 - 
Western Family : 
Southwest Edition ........ 197 21 M93 1848 8436 12,056 64,008 x 
H#Northwest Edition ....... 139 4280 1481 1829 8115 12028 63,546 
#No. Calif. Edition 169 2.0 414 179.1 7,264 11137 60,644 
H#Northwest Edition ...... 189 280 1481 1829 8115 12,028 63,546 
Woman's Day .............. 430 492 3092 355.7 18435 21.094 132,632 
Woman's Home Companion 304 44.7 2712 3204 20.637 30.368 184,430 : 
The Workbasket ............ 141 108 165.3 1494 2,760 2.109 32,399 ‘ 
Total Group ............ “jsis Wie 08 7F F638 «427,624 «= 2.497.623 = 
§Published in January. April, July and October. tIncludes linage carried in special Shopping Scout Section (572 li : 
page). 2Not included in totals. fe 
; 431 365 1890 1685 18107 15,313 79.360 70,778 ~ 
1447 157 1100 1039 6160 6580 46.186 43,652 . 
178 134 1108 1075 7.478 5.627 46.542 45.134 . 
f 173 160 461364 «6148.4 7.267 6.720 57.269 62.765 
1 46 171 %155 U32 6278 7,336 49.533 48.546 
266 238 1992 1613 12187 9.994 83 671 67,760 
, 227 258 2226 247 #9738 121071 95.504 92.096 
45 65 397.7 412 1,907 2,737 16,691 17,321 
’ 184 24.0 149.0 147.3 3.308 4,320 26,811 26,506 < 
iy 2.1 169 199 1216 8637 7.231 51.035 52.150 ? 64.6 ° : 42,394 
. 72 48 527 489 3,016 2,008 22.140 20,547 | +Business Week ............ 588.0 453.3 2,981.7 2,773.9 246,973 190,394 1,252,317 1,165,038 
76.0 72.4 3868 3748 51,665 49.252 263.031 254.853 | Dun's Review & Modern Industry 76.0 78.8 449.3 4346 46,794 48,510 276,761 267,702 
' 13 108 82.5 746 4.856 4,643 35.398 31,999 | tFinancial World ........... 69 670 3539 3145 28,954 28,120 148,654 132,067 
92.8,. 848 4398 370.2 63,009 57,600 299,002 251,592 | Forbes ..........0..0c0000s 541 450 4012 343.2 22,740 18,900 168,489 144,145 
16606060COo7.7)0 «1000s. 7.826 4848 46.186 42.645 | Fortune ............... 2005 192.0 1528 1,018.0 789.0 121,344 96,538 643,376 498,648 
16.4 20.0 1047 1063 11.282 13,788 72,018 80,002 | Nation's Business ........... 453 426 258 233.2 19,445 18,259 122,623 100,034 
13.622 67,914 66,507 | Total G TOE “Sal SMSF SH “SSS “sis Foss Tsao 
24.2 247 1567 1585 10399 10,592 67.208 67.981 sng hy ogee t are : ae omen h : + ; -~N tte : 
ne 4068) wes ae aus 4 waaae 67-951 | tive issues in June 1956; four issues in June 1955. $Four issues in June 1956; five issues in June 1955. : 
26.7 263 2074 143.0 11142 10,261 87,034 60,121 
859 996.0 5035 459.1 58412 65.307 342344 312193 | Youth 
46 6322 61641 =173.6 SO 13,521 68.934 72,909 | American Girl ............-. 171 135 M78 1249 7,335 5,805 63,400 53,564 ‘ 
224 196 169.9 163.0 15,322 13,399 116,216 121,492 | Boys’ Life ..........-0-000s 299 248 186.0 1616 20,300 16 126,489 875 cS 
; 126.7 1125 895.5 8299 74,480 66,175 526,543 487,964 | Child Life ..............00- eee ee See 465 833 8,233 5,021 
: 411 43 6275.5 = 2772 = 9,781 10,551 5.560 = 65.934 | + Scholastic Magazines ........ — =< 6 1659 — — 84,266 69,688 
a3 4 ——- = = = “ —_ Py 4 ¢Scholastic Roto ............ —_ — 33.2 28.5 —_— ~ 29,034 24,896 é 
: : : ‘AT2 ar “wre Tea 
87 9.7 52.5 60.6 3,712 4.161 22,526 26, Total Group < tathvis habe “ei 2 “ee 6 “38.100 Bas sil 263,044 
28 24 1531 1334 9,796 9.195 65,667 _57,22g | Not published in summer months. 
77 99 69 4S 3232 4,153 19,680 31,292 — 
139 138 38.0 3993 8 8§=6. 9.325 «9,308 25.540 26,382 | Outdoor & Sports 
- 463 493 5586578329285 SLIML 226,612,390 | as. oe: sens 36. 0 2 ns 24,740 Ma.777 7 992 Y 
Field & Stream ..........+- 745 643 4653 27, : 
os. OS Ue eee ee eee OEE | Pep PibeQis ..:.:.ckeses 179 196 117.7 1252 7,694 8,425 50,503 53,702 i 
424 364 2440 219.7 18,188 15,619 | 104,684 94, ur 
42.1 36.4 239.8 219.7 18,045 15.619 102,890 Outdoor Life ..........---+ 70.8 66.1 462.4 453.5 30,369 28,343 198,367 194,543 a 
: : : Sports Afield .........-0005 66.4 655 3928 380.2 28467 28112 168,488 163,114 
456 364 2544 227.7 19,546 15,619 109,118 97.671 pa eunaae = ; 
43.1 364 245.7 2217 18492 15,619 105,415 95,107 | Total Group ............+ 2849 273.2 1,768.7 11,7345 122,182 117,215 ~ 758,738 744,060 : 
t 2s 23.6 162.6 152.6 3.977 10.124 | 69,733 65, ; oie 
: 53,920 365.147 346,743 : 
Teted Gremp ....0.s.0000s Liles 10718 F065 67055 “S6B05S 564,764 3,674,625 3476463 Mechanics & Science ‘aes i 
Sen shentiches Sheeothty: oon une ae ne — cae A. wg ae 172 or. ; 509 25,634 30250 isa 10.06 
* are . Not included in totals. joo oe | Pepular Mechanics ........-. . A 5 . A > 
: “3 ss ¥ Popular Science .........4++ 107.5 1083 789.7 811.6 24,080 24,255 176881 181,793 SS 
+Science & Mechanics ....... 79.7 87.1 2964 2959 17,856 19,520 oe 66,282 
ee Ere “352 “SOS TOS TST “Wer “Woes “SU BE ~ 532.06 
43,722 43,044 299,223 265,583 | {Published bi-monthly; figures shown are for May-June issue. 
92.578 6.208 583,228 537,364 
r 200 «184,574 171.220 
76,998 61,288 442.856 422589 | Detective & Fiction 
47,182 47,504 307,927 301,580 | Dell Men's Group ........... 108 8613.4 73.2 87.6 4,623 5,739 31,417 37,588 
: wae 29.162 115,588 119,342 | Thrilling Fiction Group ...... 55 7.4 428 53.4 1,238 1,654 9,597 11,958 
f 'S 472919 «57.803 395548 339,906 | Total Grow «-.--- se e-+es “es “De Deo Mio “Sei 7, Rot =~ 546 ie 
“ T3573 “GIS 31 “387,084 «=F 597,025 7,439,253 _ 
; Newspaper Sections (I) : 
(Nationally distributed with Sunday newspapers) ie 
American Weekly ........+ «6 865) )— 623 349.2 «= 33S. «= 48,053 © 2962 90 -256,831 (284,838 
21,879 26,169 256,471 267,309 | Family Weekly ...... cuceeee «©2904 «=: 2TT-~—sATTs«CSZG = 24,994 = -23,505 = 150,445 = 112,708 
24,672 23,535 244,880 Sahnanbaated Setehedn 617 S71 410.1 3638 52,423 48,558 348,581 309,216 
20.508 51.600 92.714 365,401 | This Week Magazine ........ 77.7 76.0 469.7 66,033 — 64,595 420,020 399,262 
499 248.914 “ss “Dai Tasos Wsi2 Wises iseos ose Tice 
30.167 27.925 494.463 490.854 Total Group ....- sn adaon® i a A 215.877 106, é 
“Tes TSS Lesaost 1673s 
Newspaper Sections (II) tg 
: (All other newspaper sections and comics) : 
; First 3 Markets Group ..... ; 436 287.2 275.7 38420 37,018 244,078 234,303 
4 New York Mirror Magazine... 21.7 33.7 2044 2299 21219 33,045 200,349 225,313 
| = Pladern Romances ......... 33.6 269 173 13 1441? by 76.850 68,338 | New York Times Magazine .... 155.6 164.6 1,488.0 1,307.1 132,245 139,872 1,264,787 1,111,065 , 
: Modern Screen ......-..-- 1 . 5 4,831 68,286 “Ss Wis i876 Lei? “i91ees “209935 1709214 T5760: 
Sereun Sterles ........... 27.7 26.1 1337 190k iz 8699531 7,334 | "Sem «> Speen os ” ‘ets i 
Fawcett Women's Group: : 
Motion Picture & TV Magazine 17.5 206 928 1049 7,503 8852 39,804 45,006 | Comics Magazines 
True Confessions .......... 235 214 195 128.7 «= 10,074 98K 51262 SSIS | ppc cicen Comics Pe. sos 209 28 2590 2960 7.982 9.008 he 
oe 3 7 Bes Oe RR OS nee) ee ae Oem lalla 
Hillman Women's Group ..... 173 48 1020 922 7400 6347 43,755 39,536 | ties Comies Group: bs 
Ideal Women’s Group: 4 
Intimate Romances ........ ss 52 $e te 6m mn wes. eer | eS eee «OE ee ame ele es 
Movie Life ....... ER 212 225 1207 1336 9,085 9642 S173 57,301 pool, Tie tee pee 3 ao6UssCtS eC; “will (843 
! Movie Stars Parade ...... 22 225 1207 1312 9,085 9,642 51,789 56,231 Nusebs cere tae 
Personal Romances ........ 162 150 1058 1169 6934 6450 45,383 50,130 ° (Continued.on Page 74) 
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¢ Pages ~ + Pages ~ Lines — 
June June dan.-June Jan.-June June June Jan.-dune Jan.-dune_ June June dan.-June Jan.-June 
1956 1955 1956 1955 1956 1956 1955 1956 1955 1956 1955 1956 1955 
Quality Comic Group: 
(Total 2 Units) .......... 12.0 ©6120 73.0 73.0 4,536 26.2 1 . 873 37,229 32,486 
H#Comies Unit ........... 6.0 6.0 37.0 37.0 2,268 31.0 i668 isis case 6908 37,355 40,656 
Romance Unit .......... 6.0 6.0 36.0 36.0 2,268 
Total Growp ............. “Oe “SS Wis Wey “39 — #33 — 8,802 — 51,620 — 
t Published bi-monthly; figures shown are for May-June issue. ZtNot included in totals. 40.0 2525 213.0 9,555 7,280 45,955 38,766 
C a w ye - 42.0 311.0 255.0 10,920. 7,644 56,602 as 
‘anadian National coke: ewspapers (F jotogravare Linage 49.5 6.8 274.7 12,558 9,009 66,749 50, 
SAME , snnbecesossaschal 66.5 96,440 66,490 sa oe SUE UK Ue Ue 
WE TINE as syns cteunings so26aS6H OBZ BOL164 Re fale Ee 
tStar Weekly oo... 924 833 4555 5234 87,776 cS ws m7 68S 6 6 
Weekend Magazine ......... 107.7 90.3 579.0 556.1 104,994 dee ae a | -oa e 
Wee GU. cams s-ccdcpar 376.7 “305.0 1,830.0 1,857.2 369,374 298,579 89.0 554.0 499.0 18.200 15.575 96.950 87.325 
tFive issues in June 1956; four issues in June 1955. 27.0 1415 104.0 4,900 4,725 24,763 18,200 
76.0 4625 373.5 17,108 13,832 84,166 67,977 
Canadian : 225 15885 1105 5,096 4,095 28.847 20,111 
Canadian Home Journal °..... 425 40.9 2348 2187 28,914 27,783 50.5 3345 275.0 12,194 9,191 60,879 50,050 
Canadian Homes & Gardens . 625 452 2781 2528 42,497 30,748 31.0 2110 170.0 6,734 5,642 38,402 30,940 
42.6 433 253.7 247.1 28,938 29,446 70.0 440.5 350.0 13,846 12,040 75,766 60,200 
43 316 2019 1818 18,996 13,579 2.5 2110 170.7 5,712 4,284 35,448 28,672 
106.5 99.7 569.5 (5833 72,389 67,801 6.0 1905 244.0 7,644 12,012 34,671 44,408 
40.8 35.0 240.7. (218.7 27,731 23,823 53.0 3485 2974 11,102 9.646 63,427 54,126 
18.0 86.1548 99.5 4,641 3,276 28,164 18,109 
95.0 825 5090 4435 17,290 15,015 36.5 233.0 202.0 6,800 6,205 39,610 34,340 
98.3 853 5380 477.0 17,881 15,515 82.0 4765 440.5 15,487 14,350 83,387 77,087 
245 238 1365 1463 16682 16,169 7.5 4733 4165 15,931 13,872 84,715 74,553 
23.8 33.7 1523 1620 16645 23,571 495 217.0 245.0 6.916 9,009 39,494 44,590 
45.9 40.0 2266 2180 32130 28,011 52.0 279.5 293.5 9,393 9,672 51,987 54,591 
39.1 S61 2502 3841 16425 23,575 106.0 547.2 5005 46,060 44,520 229,810 210,210 
226.0 216.4 1,207.0 1.0938 94,920 90,895 99.3 5659 5698 48,895 41,685 237,685 239,295 
“Sis WIS Fes Bel “41438 “405.931 79.7 4968 437.4 38,395 33,460 208,670 183,715 
60.3 497.8 342.0 42,000 25,340 209,090 143,640 
— az — 5,900 — 25,920 — 
48.3 3193 265.0 25,830 20,300 134,120 111,300 
748 696 3949 356.3 50,830 47,345 268515 242,250 | Total Group ............. Zins 1977 Wane ws “Wre Talis Fisess 2,868,411 
63.0 65.3 379.1 365.9 42,840 44,370 257,805 248,795 | tAsian and Tokyo Editions combined as of March 5, 1956. Figures shown above represent the combined edition and the 
65.3 362 316.1 255.3 27,440 23,590 132,760 107,240 | average of the two previous editions. §Started publication in January 1956. |||Started publication November 1955. Not 
635 49.2 3246 3251 26670 20,674 136,342 | included in totals. 4 


to gain a reputation 

for leadership, 

is to do the finest job 

in your field, 

and keep on doing it 
year after year 

and decade after decade. 
In photoengraving, : 
as in advertising, 

there’s no short-cut 


to quality. 


LETTERPRESS +» GRAVURE 
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, MILLER & HUTCHINGS, INC. 


Ad-Minded Liquor 
Stores Sold Most 
in 1955, Says D&B 


New York, July 17—Package 
liquor stores that had the biggest 
sales volume in 1955 were those 
with the biggest advertising allo- 
cations, Dun & Bradstreet reports. 
In a survey of 1955 business costs 
and profits of 277 liquor stores, 
D&B found that the 68 stores with 
net sales volume of $150,000 and 
over for the year were stores that 
put about 6% of their operating 
budgets into advertising. 

Average ad budget throughout 
the stores was 3%—same as the 
figure for 1950, the last previous 
year when this figure was avail- 
able. Average net sales for the year 
was $83,850, a gain of 3.8% over 
1954 and a gain shared to some 
extent by 70% of the stores re- 
porting. Only 29% reported a vol- 
ume decline over the previous year. 

Due principally to increased vol- 
ume, the average liquor store 
owner in 1955 earned more money 
than he did in 1950, the report 
says, but the net profit totaled 
only .1% more of net sales than in 
1950. 


s Location of the store in a central 
shopping district or shopping cen- 
ter didn’t appear to affect gross 
margins, but stores that maintained 
delivery service definitely had the 
advantage. The 165 stores that de- 
livered handled an average volume 


of $103,020 compared with the 
$72,630 average for the 112 stores 
that didn’t. 

As for merchandising, the report 
says, the best returns on net sales 
were enjoyed by stores that sold 
only wine and liquors. Such limited 
stock practice is most common in 
New England, where 54% of liquor 
stores handle only wine and li- 
quors. In the South, 34% of the 
stores follow this pattern but in 
the Middle and Far West only 5% 
or less of the stores handle only 
wine and liquor. 


Rexall Drug Consolidates 
Sundries Units of Subsidiaries 
Rexall Drug Co., Los Angeles, 
has consolidated the personnel and 
activities of the sundries sections 
of its subsidiaries into a single 
unit. The unified group will have 
offices in New York and Los An- 
geles to handle purchasing, mer- 
chandising and promotion of sun- 
dries for the Rexall division, Lig- 
gett Drug Co., Owl Drug Co. and 
Chasco Corp., an association of in- 
dependent Rexall chain drugstores. 
M. A. “Buss” Heagy will be na- 
tional sundry merchandise man- 
ager, with offices at Rexall head- 


quarters in Los Angeles. He was 
previously general merchandise 
manager of Owl Drug, Rexall’s 
West Coast chain subsidiary. Bill 
Johnson, formerly head of sun- 
dries of Liggett Drug, will head 
the New York office. The Los An- 
geles group will be supervised by 
Bill Diets, formerly sundries buy- 
er for Owl Drug. The change 
makes the entire group of Rexall 
sales outlets available to manu- 
facturers or suppliers of sundries 
through either office. 


Eastco Names Eastman A. M. 

John M. Eastman has been 
named advertising manager of 
Eastco Inc., White Plains, N_.Y., 
maker of Clearasil, Espotabs and 
other proprietary drug products. 
He was formerly assistant adver- 
tising manager of Canada Dry 
Ginger Ale Inc. 


Boosts Reycroft 

Harlan L. Reycroft Jr. has been 
appointed assistant to the market- 
ing manager of Sessions Clock Co., 
Forestville, Conn. Mr. Reycroft 
was formerly field sales manager 
of Sessions’ industrial products di- 
vision. 


BERNARD P. 
Negotiator 


PURCHASES — SALES — MERGERS 
APPRAISALS — FINANCING — COUNSEL 
CONSUMER & BUSINESS PUBLICATIONS 


147 West 42nd Street, New York 36, N. Y., Lackawanna 4-1631 


GALLAGHER 


MEREDITH Zadéo aud Tedeison STATIONS 
affiliated with bOULEr Homes and Gardens au Successful Farming magazines 


7 ANS AS. CIty” 


Represented by KATZ AGENCY INC. 
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N BLAIR & CO. BLAIR TV, INC. 
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Sylvania Launches 
Super-Power Neon 


Fluorescent Lamp 


Cuicaco, July 17—Sylvania Elec- 
tric Products Inc. demonstrated a 
new O (very high output) 
fluorescent lamp which it said 
provides twice as much light as 
conventional models. 

Using neon gas instead of the 
usual argon, a four-foot 100-watt 
version of the new high-intensity 
lamp will generate two and one- 
half times as much light in the 
same fixture as the standard 40- 
watt version, Lawrence P. Pleas- 


ants, lighting division merchan- | 


dising manager, told fixture 
manufacturers here. The company 
will also make a correspondingly 
powerful eight-foot model. 

Mr. Pleasants especially stressed 
the virtues of the new tubes for 
open-air uses, such as street light- 
ing and outdoor advertising, though 
he also pointed to such indoor pos- 
sibilities as high-ceiling industrial 
lighting. 

Advertising and promotion plans 
for the new lamp have not been 
worked out yet, it was said. How- 
ever, it was suggested they would 
include heavy trade advertising 
plus some “prestige” announce- 
ments in consumer media. 


General Mills Advances 
Cash, Matthes, Souers 

William B. Cash has been ad- 
vanced to director of personnel ad- 


William B. Cash J. F. 


ministration of General Mills Inc., 
Minneapolis. Advertising manager 
of mixes since 
1954, Mr. Cash 
joined General 
Mills in 1937 as 
a management 
trainee. He was 
transferred to 
grocery products 
advertising in 


M. A. Sovers Jr. 


ager of mixes by 
J. F. Matthes, new ad manager of 
baking mixes, and M. A. Souers 
dr., ad manager of Betty Crocker 
mixes. Both men formerly were 
products supervisors—Mr. Matthes 
of cerea and Mr. Souers of 
mixes. 


Compton Appoints Three 

Compton Advertising, Chicago, 
has appointed John Edward Emer- 
son a copywriter and Henry Ber- 
chert an art director. Mr. Emerson 
formerly was on the copy-contact 
staff of O’Grady-Anderson-Gray. 
Mr. Berchert previously was with 
Duggan-Phelps and C. Wendel 
Muench & Co. Compton, New York, 
has named Richard W. Satterfield, 
previously with Davis Young Soap 
Co., an account executive. 


Shappe-Wilkes Adds One 

Seiko Co. Ltd., Tokyo, has ap- 
pointed Shappe-Wilkes, New York, 
to handle its advertising and pub- 
lic relations in this country. Seiko 
manufactures the Sekonic line of 
exposure meters. 


Nelson-Willis Changes Name 
Nelson-Willis, Minneapolis, has 
changed its name to Lloyd W. Nel- 
son Inc. Herbert A. Willis, vp, re- 
signed recently. There are no oth- 


ee ee 
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raw mye : : Crook Installs ‘Rep Room’ 
i | A “rep room” has been installed 
_by Crook Advertising Agency, Dal- 2 
rs che A heh las, where local and out-of-town 
ek . representatives can headquarter. 
The 


“Dallas Dive for Roaming 


aed comaaeaal Reps” is just off the reception room 
PAMERI( AN at Crook and is equipped with 
Spear phone, desk, typewriter, director- Albany market, 
: 2 ies, time tables, etc., plus free I 
oe OR Cokes for “drowning troubles.” would buy 
Prptewtan wth 
=a Ward Opens Catalog Stores the paper with the 


Montgomery Ward & Co., Chi- 
cago, has scheduled openings of 
eight new catalog stores and one 
phone unit during July. This brings 
| to 88 the number of new catalog 
stores put in operation since Aug. 1, 
1955, and new phone units to 15. 


the Albany Times-Union 


SIGN OF THE TIME—This old-fashioned open pocket wate) becvnies the 
new symbol for American Hardware Mutual Insurance Co., Min- 
neapolis. The spread here appears in Time and is par! of a once-a- 
month schedule in that magazine. The new campaign has a triple- 
purpose: To establish the new theme, build nationa! insurance 
standing for the company and register the recent change of name 
(from Hardware Mutual Insurance Co. of Minnesota). Campbell- 
Mithun, Minneapolis, is the agency. 


Did you know that, in the past ten years, the cost of personal 
sales calls in industry has gone up from an average of $10.72 
in 1945 to $17.29 in 1955? This is an increase of 61.3%. 
Adjusted in terms of constant dollars the increase is 13.1%. 


This is one of the findings from a recent McGraw-Hill Research ” 
Department analysis of replies from sales managers 

of 153 industrial companies. The complete report also lists the 
average number of employees per salesman in various size 
companies; contains median figures for larger industrial 

groups, and individual listings for each company. Copies of 

this Data Sheet (#8012) are available from your 

McGraw-Hill man. 


Studies such as this are a continuing project at McGraw-Hill 
... all designed to provide a better understanding of why 
good advertising in good business publications helps 

create more sales. 


NvicGRAW -HILL 


PUBLISHING COMPANY, INCORPORATED 


@ 330 WEST 42nd STREET, NEW YORK 36, N. Y. @ 


MORE THAN A MILLION MEN IN BUSINESS AND INDUSTRY PAY TO READ McGRAW-HILL BUSINESS PUBLICATIONS 
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‘Drug Trade News’ Publishes 
Brand-by-Brand Analysis 

Drug Trade News, New York, 
has published what it calls the 
first complete breakdown of how 
drug, toiletries and sundries man- 
ufacturers invested a record-high 
$400,000,000 in advertising during 
1955. The analysis breaks down 
into product classifications and 
brands in each product. The infor- 
mation was prepared by combin- 
ing individual reports into one 
summary. 

The $400,000,000 spent last year 
was 17.3% more than was spent in 
1954, according to the survey. 
With the exception of network 
and spot radio, all other major 
media participated in this increase. 


Lumber Council Names Agency 

Grubb & Petersen Advertising, 
Champaign, Ill., has been appoint- 
ed tu handle advertising, sales 
promotion and public relations for 
the Lumber Dealers Research 
Council, Washington. 


| 

Arthur Karmioh! Promoted 

Commercial Factors Corp., New 
York, has promoted Arthur L. Kar- 
miohl to director of research and 
development. Mr. Karmioh! joined 
the company two years ago as a 
specialist in research, marketing 
and public relations. He will con- 
| tinue to direct advertising and 
public relations programs. 


1.D.E.A. Boosts Sharkey 

William F. Sharkey has been 
named advertising manager of 
I.D.E.A. Inc., Indianapolis, elec- 
tronics manufacturer. In addition 
to his new duties, he will continue 
to serve as sales manager of the 
Monitoradio division, a post he has 
held for three years. 


‘N.Y. Mirror’ Names Colman 

Jerome Colman has been ap- 
pointed retail advertising manag- 
er of the New York Daily Mirror’s 
Sunday magazine and comics sec- 
tion. Mr. Colman was formerly a 
salesman in the retail advertising 
department. 


N.].Phone Company | 


Uses Mobile Unit 
to Display Services 


NEWARK, July 17—The New Jer- 
sey Bell Telephone Co. is bringing 
exhibits of its services directly to 
people throughout the state by 
means of a specially designed trail- 
er truck. 

The trailer measures 32’x8’ on 
the road. When parked for exhi- 
bition purposes, the sides move out 
on tracks on either side, providing 
a fully enclosed exhibit space 
measuring 30’x15’. Aluminum 
gang-plank stairways fold out 
frcm the rear of the trailer to pro- 
vide entrance and exit facilities. 

The nine exhibits, all of which 
are permanent installations, are so 
arranged that they are not affect- 
ed by the inward and outward 
movements of the expanded sides. 
Five of the exhibits are equipped 
with six phones each, on which 
visitors can listen to a recorded 


THE OMAHA WORLD-HERALD 
SELLS ALLIANCE, NEBRASKA 


Coverage — 55% Daily — 68 % Sunday 


Just 1 of the 650 Nebraska and Western Iowa Communities 


Where The World-Herald can make 
your sales and advertising effective. 


Get the details on how you can use this single medium—The 
World-Herald—to sell this 2 billion dollar market . . . contact 
O’Mara & Ormsbee, or write the National Advertising Depart- 


432 Miles from Omaha 


ment of the World-Herald. 


253,647 Daily 


Omaha 
World-Herald 


Publisher's Statement for March 31, 1956 
O'Mara & Ormsbee, National Representatives 
New York * Chicage * Detrelt * Les Angeles * Sen Francisco 


264,886 Sunday 


TELEPHONE ON WHEELS—The New Jersey Telephone Co. has housed 


nine educational and merchandising telephone exhibits in this spe- 
cially built tractor-trailer. The mobile unit will visit: fairs and ex- 
hibits throughout the state. 


message. 
One of the displays explains the! 


‘role played by the Bell system in| 


network tv shows. While a visitor | 
looks at the display, a tv camera | 
picks up his image and flashes the | 
picture on a tv screen. The same 
picture is carried to a screen in 
one of three display windows out- 
side the truck, so that visitors 
waiting to enter can see what is 
going on inside. 


® The truck, which will make the 
rounds of fairs ana_ exhibits 
throughout the state nine months 
a year, can be heated or air con- 
ditioned. The truck has its 
own electrical power unit for use 
when commercial power is not 


available. 


The mobile unit was designed to 
supplement the company’s regular 
open house program, which enables 
telephone customers to visit their 
local central offices. The truck will 
be used in areas where an open 
house program is not practical. 


Peter Hurst Agency Bows 

Peter Hurst Advertising has 
epened offices at 155 Montgomery 
St., San Francisco. Among accounts 
to be served by the new agency 
are Hexcel Products Inc., producer 
of honeycomb core materials for 
military and civilian use, and 
South Pacific Airlines, an affiliate’ 
of Dollar Associates. The airline 
will operate between Honclulu and 
Tahiti. 


ONE WILL DO! 


Fast-stepping WBNS Radio waltzes away with 
the quality market in Columbus and Central 
Ohio. WBNS delivers the most listeners . . . 
twice as many as the next biggest station. The 
most ond also the best. With 28 top Pulse- 
rated shows, WBNS puts push behind your 
sales program. To sell Central Ohio . . . you've 
got to buy WBNS Radio. 


CBS FOR CENTRAL OHIO 
Ask John Blair 


The number one Puise station 
covering 1,573,820 people with 
2 Billion Dollars to spend. 
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“Ad Age is an 


indispensable tool” 


says JOHN H. BALLARD 
President | 
Bulova Watch Company, inc. 


JOHN H. BALLARD 


‘ A modern day example of Horatio Alger is the president 

of the Bulova Watch Company, John H. Ballard. He 
started his employment with the firm in 1909 when he =— “Advertising Age, with its comprehensive 
was 16 years of age. His first job was that of office boy, fe 
| and he still enjoys recalling his impression of his first pertinent data, is an indispensable tool for i 
: salary raise: ‘‘As a $4.00 a week office boy, I was nat- ; 
| urally very pleased when Mr. Joseph Bulova, the found- _ this constantly changing advertising business. 

er, saw fit to raise my salary $1.00. Although a dollar > 
- doesn’t seem very much, still, even by today’s standards, S 


it was a 257 salary increase.” “| always turn to my latest copy of Ad Age * 
Today, Mr. Ballard is president of the largest jeweled Z 
watch company in the world. From 20 employees in for the latest and most extensive news in 
1909 to over 5,000 in 1956, the Bulova Watch Com- ¥ 
pany under his direction recently exceeded $80,000,000 the field. The factual approach is one | 8 
in annual sales. & 


From vice president/sales, he was elected to president particularly appreciate and | have learned i : 


in 1935 and has seen the office-workshop at the Maiden me ; 

Lane location grow to its present position in the indus- that if it Cppeas Ad Age, | know I can 
try with plants in Woodside, Valley Stream, Sag Har- 
bor, Maspeth, Providence and Bienne, Switzerland. 


From his office in the firm’s new multi-million dollar 

headquarters, Bulova Park at Flushing, N. Y., John 
H. Ballard is still the guiding light in the firm’s sales, 
merchandising and advertising. 


rely on the information”. 
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Calls Contented Copywriters 
‘Unimaginative Hacks’ 

To the Editor: I’m a “Main St.” 
agency tco, and I disagree with 
your article which declares open 
season on ivory towers while ap- 
plauding “assembly line” advertis- 
ing (AA, June 25). 

I disagree, because I’ve worked 
on both sides of this thing called 
creative advertising and I am con- 
vinced from long and often frus- 
trating experience that what are 
described as “contented copywrit- 
ers” are really unimaginative hacks 
for the most part, pounding out a 
preconceived formula—and not 
members of a profession who sweat 
and breathe and sometimes die a 
little by what they create. 

If they look forward to their pay 


tising assignment, then they are 
not really advertising men. 

If their advertising is created in 
the narrow mold of one certain 
formula or approach, then they 
have wandered far from the keen 
edge of pleasure that comes with 
discovery and fresh accomplish- 
ment. 

And finally, if they are content- 
ed—if they can’t see a thousand 
ways that advertising in general 
and their advertising in particular 
can be improved every time they 
beat at a typewriter or lift a pastel 
stick, then their contributions to 
their profession and to their clients 
are far from complete. 

These were my beliefs when I 
entered the advertising game years 
ago. They have often been sub- 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome 


|cur in shipments. This is so far 
from the truth that it bears cor- 
rection. 

Meeting after meeting of the 
Advertising Specialty National 
Assn. has been devoted to packag- 
ing and to customer relationship. 


not always the “easy way out,” | Since many of the items in our in- 
but they do pay off—in client} dustry are basically fragile, pack- 


growth and in personal satisfac- 


tion. 


Ropert W. PopPeLKa, 

The Studio Advertising Work- 
shop, Bloomington, III. 

« 


a 
Check Jobber and So 


urces, 
Ad Specialty Man’‘s Advice 


|aging has received a great deal of 
attention. It is inconceivable that 
any legitimate advertising specialty 
jobber or manufacturer could ever 
answer such a complaint in the 
manner which you indicate. No 
jobber in his right mind would ev- 
er alienate the affections of a cus- 
tomer in this manner. Neither 


To the Editor: Your July 2 ed-| would a manufacturer-supplier 
itorial, entitled “Customers? Pay | alienate the affections of a jobber 
no attention,” was certainly apro-| by refusing to make good the im- 
pos of practically any industry. It properly received shipment, es- 
really pains me to read that you! pecially one that was so obviously 
singled out the advertising special-| -,is-collated as the diary presented 
ty industry to be the particular |, your friend. 


goat of your editorial. 


There are many fringe elements 


The inference that can seemingly |i, the advertisin 
g specialty busi- 
be drawn from this editorial is} oss who are not members of 


that our industry is careless in its| cither of our two national trade 


checks more than they do the en- | jected to criticism and described as| shipping practices and totally ir- 
graver’s proof of their last adver- | “impractical.” These beliefs are|responsible for damages that oc- 


ate, Alehiaamyr soph 
“We can’t sell Western Washington 
with Seattle newspapers only“ 


Mr. Aichlmayr continues, “In 1955, 
for Centennial Pancake and Waffle 
Mix, we scheduled practically the 
same space in the Tacoma News 
Tribune as we used in Seattle's 
newspaper which carries the great- 
est amount of food advertising.” 


“The biggest concentration of popu- 
lation in Western Washington is 
around lower Puget Sound, in \the 
Tacoma and in the Seattle areas. 
In making our advertising plans, 
we know that both Seattle AND 
Tacoma newspapers must be used 
. not Seattle’s alone.” 


Now... 
The circulation of the 
Tacoma News Tribune is 
MORE THAN 83,000 


City Zone Coverage . . 91.1% 
Metropolitan crea . . . 89.1% 


Represented nationally by 
SAWYER, FERGUSON, 
WALKER COMPANY 


~ A 
A 58.9% 
q 


of Washington State's 


FOOD SALES 


in these two 


Ker 


ie S| eee 
see : 


aa bt aa AN AO A WIE AA PAS AON EO 


associations. This fringe element 
will at times sharpshoot and not 
take care of its customers. Which 
brings up the point that the ad- 
vertising specialty jobber with 
whom anyone does business 
should be carefully investigated. 
Be sure that he is reliable and 
that his sources of supply are re- 


often hurt by the irresponsible 
actions of the small unreliable 
fringe elements. 
Morris B. Rasin, 
The Minute Man Line, Boston. 


Contract Paper Price Holds 
for One Quarter Only 

To the Editor: Thank you for 
permission to photostat the article 
|entitled “Magazine Publishers Face 
Twin Problems of Higher Costs 
and Possible Paper Shortage” that 
appears in the July 9 issue of Ap- 
VERTISING AGE so that we can send 
the article to a few of our friends 
and customers. 

The article is an excellent one 
and very informative except that 
one statement may be miscon- 
strued. That part of the article 
reading: “Those publishers who 
buy on contract enjoy a little more 
stability and can count on a price 
remaining the same until the end 
of the contract period,” we believe, 
should have been clarified a little 
because paper mills guarantee the 
paper price purchased on a con- 
tract basis for one quarter of a 


liable. We, of the industry, are ing 
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year only, and it is customary for 
paper mills to notify contract cus- 
tomers during the month preced- 
ing the next quarter if there is to 
be a price increase effective with 
deliveries of paper during the fol- 
lowing quarter. 

Want to add that ADVERTISING 
Ace is very enjoyable and good 
reading every Monday night. 

DonaLtD A. CAMPBELL 

Chicago Sales Manager, Kable 

Printing Co., Mount Morris, 

Til. 

* - 


~ 
New Yorker Sides with Woolf 
on ‘New Yorker’ Ad Comment 

To the Editor: Bravo and hurrah 
for James D. Woolf’s perceptive 
article (AA, July 2) re: the recent 
ad approach in The New Yorker. 

I’ve been thinking I was some 
special breed of idiot for frowning 
on this new ad “technique” and 
have on numerous occasions been 
loudly berated for my distaste of 
same. 

But your thoughts on the subject 
have now forced into the con- 
scious my own heretofore hidden 
thoughts. Has the day finally ar- 
rived when our tastes are perhaps 
so jaded and our appetite for es- 
sentials and non-essentials become 
so sated that we can only be forced 
to loosen our hold on the over- 
stuffed wallet with grotesque or 
coy or downright sadistic advertis- 
ing? 


I believe The New Yorker does 
have a specialized audience (New 
Yorkers or transplanted New York- 
ers!) and at the same time I must 
agree that on the whole we're all 
fairly readable carbon copies of 
the nationwide original. 

But why set aside a singular at- 
tack on the adman’s approach in 
The New Yorker? Seems to me 
there’ve been some pretty ghoulish 
and inane efforts in other ad 
media (including tv) in recent 
months. Perhaps you could stir up 
some real interest and maybe even 
reverse this trend (?) by soliciting 
opinions from other members of 
the ad fraternity. 

JANE BRENT, 

Media Promotion Organization 

Inc., New York. 


a 

‘New Yorker’ Readers Are 
Ditterent, This One Says 

To the Editor: James D. Woolf’s 
“Salesense” usually makes sense to 
me, but not his column of July 2. 

Readers of The New Yorker (and 
I’ve been one since 1928) are a 


different breed of consumer, with 


in the nation’s capital 


more often in the 
Congressional Record 
than the other two 
Washington 
papers 
combined 


ae. 


If eee ee ee 


one newspaper is quote 


oa 
“% 


ofa on oe 1 Sere 4 oe - 
aT ’  * ie ee OL ee 
Ry >) 
page 
- a 2 
+ ee 
“Le 
aie 
J els: PO 
- a 
pei Boke? 
af 
a | 
aa 
a Lh ie 
ai 
oS ae 
Bi “7 
ca 
mat a 
ea 
“ts 
ie te 
is Se 
Ras 
is 
oe 
lee 
‘Ay ’ 
ate ‘ 
ak: 3 
+ rt oe 
eS } 
ge fs 
ah 
eg 
ps ae mer PT . 
Sela 4 ee eS eed ey eee: Pee | 
fe a: ; eo Navel} eel ag 9 Ps | 
ae cai ig re a 2 = | : 
ba ¥ Rapes Eat 3 . a sales pn 
ee ar ae £ es manager ' 
abe ic ; > ah # . ‘ i : " groc products na | 
en a7 es ere Sai o a - a a ee division, ‘ 
a. SRO i eS wena «Ln JA. ia , i ; 
ae 43 ‘ : S. Bax. bb ¥ Ss Cc ; : | z 
oC OS ae a Ag . eS ; , ENTENNIAL | 
et a | = : ae FLOURING . 
reel | ‘eid i" Fis ' pay 
ae lh ha oa a. ie MILLS CO. | 
as ‘a SS ~j - ‘t: he 
a a mee Bs. _ . ef (Seattle) : 
oe SS eferr . = ee se lt : } 
feos AF yy, 3 e KS Bee fe i r Sue A ' 
Pa | ree-hrt i a ~  / eee a = 
er gas i) ue ~ 28 2 , ; ie AS be ES 
a; -3 4 Coritenny eee % P — 
‘ak ro s > if ee ae ak: ; fi ! 
eee ar] @/ S we! FS. — | ut ee hs 3 i § 
by : He" ~ | z+ 2 ae , 
Beoyee 43 % : 5 “ * et 4 
oe =: ’ — eee ne 7 \ + her 2 y - ae ‘ . 
4 4: Y ‘ ee 4 , ‘ ms ; = Yes ™ He > " 
ee | - rh, me. . ; a |? 
ie a Ney" | A, fas “i \ ie z h 
cave oe " 7 . ©- s ‘=o , cay z . ij = ae ; 
oe we FA ee ee z= ‘ta 4 
oy. ee Mee Re Cent ie 
ol 4 es = é ie a tena 
woe : > a » ta 
aa : “aan ee 
ties i‘ i 
ae: i 
: | 
ag hel | 
ae H 
ee L 
ae . 
Mig | 
aa) : 
ee ki, 
eS 4 ee 
ee P 2 ie ’ oa 
ie “i " Nae es! ae Ee aoe 
ass | ae eGee . 
~S i . ae _ : 
ie 1 oa “ | 
Bit . | ¥. = —_ 2 { 
Fiwen ¢ " —— 
ries We + pe aye. + | i ane . | 
Te 5. Bas a we. 4 _ oO : Bt i H 
be! SEATT | ! ee. { 
ee eae L A Y ug RKET PO Py ta “oo : mee — * ! 
ma “4 aes ele | 
aa le ; aoe —— ll , ‘s 
uw a | —— = 
eyes Rens is. Tae Spe eae BS os ' 
ae “ — ae a an 
a —— 
ei. Pe ne ; ’ 
set ee = Washington 
aie: fe a ee eG ee ponent markets | ee Pe? ne oe PORK pe eo aa | ] 
ene a. MP4 Shake ee ahi Hea re rod Bea tir M6 Rover tae, en > et j 1 
Re Faaiad ee i Me ar : | SS Se Seg | | 
oe he eee ore a wa ore ee ° = Perham Sniyas' 63 rr | 
‘ate ete pated? Bee Day rs, Meee So = ca Re oe lta Il) 
ee 2 Wie 3) ees <i Mee oct eae ? ; : ? sh SSS : Eset Sees uy For Badgey If 4 
aes Ti ee a ST | ~ ene. a “es : : 00 Se Se BS P cane Voted jij { 
one POA rg ge Sl roe Sie <clet S ae Mee cite ¥ oa. ay : Se ee © sn : } ; 
i ee . ' tt ee ek tee 00 eee iS ft q ee . cE ae “al epee ae 4 Sr ’ 
Meo ~ Sa eae te Pe a | aa et we ae ae at L eter ae mm i 
toe ee Re eee of | Enea deter sit es toe ff y 
soma a ae pee im | 
ee 4 ’ ; (a ces a) so i ; 
rs way hae sa ws ribu ] sais tiara, Ex wir OF 2g 7 1 
Te oa ’ Pre : i — - . nee fe 
at . e Gary [SS ne Site 
Bea: Pe | vy aes Se | 
oT 3 a : z : Ss cbt ic ; y 
5 ci ee a 
Pn, ; ‘ 4 ; eS ; ’ mo 
- Siew Bets > a = Ftayry | 
— %: . at ai \ 
- ae 


ee 


a eS Bans 


* - 


Advertising Age, July 23, 1956 


a different set of responses to ad- 
vertising appeals. 

It’s my studied opinion that they 
(we) expect to find the unusual, 
the original, the light but sure 
touch in this magazine—no less in 
the ads than in the rest of the book. 

While not every off-beat New 
Yorker ad is a total triumph, many 
of them involve the freshest, most 
memorable, most persuasive ideas 
in advertising today. Maybe they 
wouldn’t pay off in Life or the 
Post—but Life and Post ads aren’t 
the kind that sell ‘New Yorker 
readers, either. 

Gerorce N. Lucas, 

The S. A. Levyne Co., Adver- 

tising, Baltimore. 


Antell Products Copy 
Is Success in Iceland 

To the Editor: I am of course a 
subscriber to your excellent pub- 
lication and was interested to note 
some of the samples of foreign ad- 
vertising, especially the recent one 
in the June 4 issue from Japan. 

I thought you and your readers 
might find interesting a specimen 
of the advertisement for the 


HAFID PER NOKKURN TIMA 
SED SKOLLOTTA KIND? 


eee 3 peg 


et me tet weer Natt oe met 
meet et et neepet me e e 


Charles Antell products as adver- 
tised in Iceland by our licensee 
Asgardur H/F of Reykjavik. I en- 
close a tear sheet, and the head- 
line is: “Have You Ever Seen a 
Bald-Headed Sheep?” The ad was 
very effective. 

RALPH VIERNO, 

Director of International Op- 

erations, Charles Antell Inc., 
Closter, N. J. ; 
e ° 3 


Japanese Adman Uses 
U.S. Material in Lectures 


To the Editor: So much I was 
filled with a great deal of interest 
when I read of advertising history 
of the U.S. described in the book 
for “Better Advertising” by Dr. 
M. S. Hattwick, that I came to 
think, if further details and data 
are available, I had better take up 
the history of newspaper advertis- 
ing in the U.S. as my inaugural 
lecture at the newspaper advertis- 
ing seminar which is to be held 
here from the coming Aug. 10. And 
I have asked Dr. Hattwick if he 
could arrange some data. 

Then, I hit upon the name of 
Apvertisinc AcE, of which I am a 
regular reader, and thought I 
might get some help from you. I 
want to know the detailed descrip- 
tion of the history of newspaper 
advertising in the U. S., and would 
also like to collect some proofs or 
copies of advertisements run on 
newspapers in the past era. Be- 
side the above Hattwick’s book, I 
have a reference book entitled 
“Advertising Copy,” by G. B. 
Hotchkiss. Could you get or lend 
such data materials for me? I will 
send them back soon if requested. 

Our Japan, as you may know, is 
said to be the second largest coun- 
try in the scale of advertising ac- 
tivity. Advertising practitioners in 
Japan have high regards for the 
trends and activities of your coun- 


try and are eagerly looking for- 
ward to learning from you. And I 
believe such newspaper advertis- 
ing history of the U.S. is sure to 
arouse much interest among our 
admen, consequently letting us 
reap the benefit therefrom. 

I am a managing director of The 
Lion Dentifrice Co. Ltd. and 
working at the same time as the 
president of Japan Advertising 
Club, the director of Japan Adver- 
tising Assn. and the managing di- 
rector of Japan Audit Bureau of 
Circulation. And, in 1953, I at- 
tended the AFA meeting held at 
Cleveland as the chief representa- 
tive from Japan. 

TATSUSHIRO KOBAYASHi, 

The Lion Dentifrice Co. Ltd., 


Tokyo, Japan. 
O75 eh 
Bedell's ‘Long Look’ Column 


Gets Wider Distribution 

To the Editor: The article by 
Clyde Bedell: “A Long Look at 
Advertising,” in your issue of 
June 25, is too good to be Iest in 
back issues of ApverTisinc AcE. I 


wonder if I may have ‘he p; 
of reprinting it, or @' cas: 
essing it by mimeog:. ph o 


cator, for distribution to the - ung| 


lege | outlets in our own city carry it. It 
vroc-|is sold in every country in the 
iupli- world. 


I just want to set the record 


people in our office «1c |. )aps| straight. 
even other young pes sught | RopNeEY.LEEps, 
to have the kind of \; = cx-| Managing Editor, American 


pressed by Clyde Be | _ Brewer, New York. 
It is an outstandin: ori and | * 
ought to get the w.ics: — No of T 


distribution. I cone: :tula: 
Bedell for speaking ©. : as 


s ma 
and I congratulate Anver 


Ace for reproducing the article. 
ALVIN Lo? G, 
President, Long Adve rtising 
Inc., San a - 
2 
Tuborg a Dest Selle: 


To the Editor: The !ast item in 
Copy Cub’s column, Rough Proofs, 
in the July 9 issue of AvverrisiInc 
Ace states: “...apparently you 
have to go all the way to Copen- 
hagen to enjoy [Tuborg beer].” 

Tuborg beer is obtainable in al- 
most all states in our country. It 
is one of the largest-selling im- 
ported beers im the U.S. Many 


| 


uborg 
lin Racine, Copy Cub Told 


al To the Editor: Note your Rough 


Proofs in the July 9 issue of Ap- 

VERTISING AGE regarding Tuborg 
beer. ; 
As advertising agency for the 
Jacobsen Mfg. Co., we frequently 
visit the fair city of Racine, Wis., 
where I am happy to report there 
is no shortage of the “choice of 
kings.” 

An invitation is herewith ex- 
tended to accompany me on my 
next trip to Racine (much closer 
than Copenhagen) to satisfy your 
taste for Tuborg. 

L. H. ASsHcRorT, 

Wesley Aves & Associates, 
Chicago. 


AA Stands Alone, Morrow 
Tells Adman’‘s Wite 
To the Editor: An adman’s wife’s 
criticism of the taste of a BVD 
envelope stuffer (AA, June 25) is 
quite pertinent, whether one shares 
her indignant disapproval or not. 
But, tut, tut, Mrs. Kashins! Hasn’t 
even your occasional gander at 
these pages shown you that there 
is no “trade publication like Ap- 
VERTISING Ace?” It is sui generis. 
Marco Morrow, 
Topeka, Kan. 
* & . 
Credit Goes to Laurel for 
Westinghouse Foil job 
To the Editor: As a fellow- 
printer of Kenneth Butler’s, his 
appreciation of the Westinghouse 
foil job is gratifying (AA, July 2). 
However, I must add that it 
would have been still more grati- 
fying to have had a credit line for 
this unusual work. 
In any case, even a late credit 
line will be better than nene. 
BENJAMIN GROSSMAN, 
Laurel Printing Co., New York. 


a long way 
these days on WHO Radio! 


Take 1 to 3 


hn 


p.m. as an example... 


Wrauen you dig out the facts, you find that 
early-afternoon radio time is really a bargain 
these days. For example, consider what one 


buy on WHO Radio! 


LET’S LOOK AT THE RECORD... 


On WHO Radio, a 1-minute spot between 
1 and 3 p.m. will deliver a minimum of 
45,124 actual listening homes, in lowa 


alone! 


That's at least 95.homes for a dime, or 


TO WHO! 


1000 homes for $1.05—ALL LISTENING 


That's measured, at-home listening. In addi- 
tion, WHO's 50,000-watt, Clear Channel signal 
is heard by thousands of extra, unmeasured 


listeners, both 


in and outside Iowa. There are 


over half a million car radios in lowa alone— 
as well as thousands of bonus sets in “Iowa 


Plus”! 


Let Peters, Griffin, Woodward give you all 
the proven facts on WHO Radio. 


iain based on projecting Nielsen 


one 


1955 lowa Radio Audience Survey 


data against our 26-time rate.) 


for lowa PLUS! 


Des Moines . . . 50,000 Watts 


Col. B. J. Palmer, President 
P. A. Loyet, Resident Manager 


Peters, Griffin, Woodward, Inc., 
Exclusive National Representatives 
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THE. 
LANDING 


STRIP 


as seen by 
JOHN BURGOYNE 


Pictured below is William A. 
Draper, recently appointed Vice- 
President of the Burgoyne organiza- 
tion. Headquarters for Bill will be 
in the new Chicago office of the 
Burgoyne Grocery and Drug Index 
in the Palmolive Building on North 
Michigan Ave. 


Bill is retired from McCall’s Mag- 
azine after 20 years of service in 
bay Chicago office. He’s well-known 

to top management of the country’s 
leading national advertisers in the 
food field, many of them already 
clients of the Burgoyne organization. 


The sardine of commerce is an all- 
inclusive fish. In this he has a lot in 
common with the filet of sole you 
lunched on yesterday. Eastcoastwise 
he is a little feller about three inches 
long, while out West where every- 
thing is bigger (well, almost every- 
thing) he may be twice as much 


and hired Burgoyne to find out how 
the sales figures checked. Panel tests 
were run in Rockford, Roanoke and 
South Bend, and allowing for nor- 
mal slowness of consumer-habit 
change, results were worthwhile. 


Summer-time is white-shoe time 
for most women, who have at least 
one pair of whites on hand. And 
keeping them white is not so easy. 
Women have uttered ladylike oaths 
for many years when they saw stains 
and marks they knew would be 
tough te cover up. Improved pig- 
ments have now made it possible to 
turn out effective shoe-whiteners, 
and one enterprising polish-producer 
put up an item he was hopeful would 
please the ladies. Before risking 
grandpa’s fortune on a national push, 
he bought a Burgoyne survey in 
Indianapolis, Columbus and Cincin- 
nati. Result—not good enough sales- 
wise. So he saved the family poke 
for other uses. This Burgoyne is a 
handy feller to have around—his 
warning signals can throw you a 
life-preserver in time. You ought 
to know him and his works. The 
telephone is a handy instrument— 
pick it up right now and make in- 


quiry. 


tyodel. 


die 


Sr. Louts, July 17—After more 
than a year of pawing the earth, 
Anheuser-Busch would appear to 
be off and trotting in popular- 
price beer competition. 

The company’s more-or-less-new 
Busch Bavarian brand is now in 
full promotional swing after a 
troubled 15 months during which 
it acquired a new name, new pack- 
aging, new slogans and a new ad- 
vertising agency. 


successful period of local testing, 
Anheuser-Busch and Gardner Ad- 
vertising, its agency for the new 
line, have expanded across Missou- 
ri, Kansas and all of Illinois, ex- 
cept withia a 25-mile radius of 
Chicago. In these areas an inten- 
sive local advertising drive is be- 
ing conducted, including a satura- 


FUN, FOOD AND FOAM—Price never gets even a reference in these 

r.o.p. color pages, typical of the approach used in introducing An- 

heuser-Busch’s newest popular-price beer to the Midwest. Gardner 
Advertising, St. Louis, is the agency. 


Busch Bavarian Beer Drive May Help Solve 
Anheuser-Busch’‘s Popular-Price Troubles 


Encouraged by an arduous but| is 


A DIFFERENT BEER—That was. the 
theme of this b&w page in which 
the president of Anheuser-Busch 
introduced Busch Bavarian to 
Springfield, Ill., last April. 


tion schedule of radio-tv spots 
wherever the stations accept beer 
advertising and, in the newspapers 
that can handle them, four-color 
pages; elsewhere, the papers are 
carrying b&w pages and 1,200- 
line ads. 


® Coolness and romance provide 
the two-point theme, nicely blend- 
ed into panoramic photos of 
snow-capped Bavarian mountains, 
backed by the slogan, “Clear and 
Bright as Mountain Air.” For the 
radio and tv audiences there is a 
“Bavarian” jingle built upon the 


In outdoor advertising, Gardner 
is using the 30-sheet poster, which 
it figures “lends itself ideally to 
the photographic design being used 
in all sales territories.” 

Gemutlichheit—that favorite in- 
stitution of brewers—also plays a 


big role. Bavarians, it seems, have 


et OD eS ce tae 
ow he Rey th ae 
lesietiniatit Receees har eaa! 


and white alpine package design 
rating favorable comment. If things 
continue that way Busch Bavarian 
could solve a vexing problem of 
Anheuser-Busch, which has had 
trouble keeping the premium-price | 
Budweiser in competition with) 
such lower-cost brands as Falstaff. | 

Right in its home town, the com- 
pany was forced, first to lower the 
price of Budweiser (getting it in 
trouble with the FTC—AA, May 2, 
55), and then to bring out Ba- 
varian’s predecessor, Busch Lager. 

Next, assailed by doubts about 
the future of the Lager label, “the 
brewer tried out a Bavarian theme 
for the low-price beer. And then) 
it partly breached a long and inti-| 
mate relationship with D’Arcy Ad-| 
vertising by putting Gardner in 
charge of Bavarian promotion 
(D’Arcy still has the rest of Am 
heuser). 

That was last summer, but a 
long winter was to follow before 
Bavarian really got in motion. As 
things stand now, Busch Lager is 
still being sold, but is not being 
promoted, and is steadily being 
pulled off the market as Bavarian 


fun—and Americans want to. 
Therefore, initial advertising for 
the new brew calls it “A new 
kind of beer for America’s new 
way of living.” 

“Casual, easy, filled with work 
and play and friends and informal 
entertaining .. . that’s the life 
America has taken to its heart,” 
the copy goes on. 


® So far, AA was told, the drive 


going over well, with the blue 


expands its territory. 


Stelo House Buys Two 
Greeting Card Companies 
Stelo House, Boston, a division 
of Stelo Offset Corp., has bought 
Bradlee Publishers and Devon- 
shire Prints, Maynard, Mass. Stelo 
publishe§ engagement calendars, 
memo books, gift items and Christ- 
mas cards. Both Bradlee and Dev- 
onshire produce greeting and 


Christmas cards. Under present 


plans, Stelo House will operate) 


Advertising Age, July 23, 1956 


both companies as separate enti- 
ties. 

Officers of Stelo House have as- 
sumed similar positions in Bradlee 
Publishers. The name of Devon- 
shire Prints will be changed to 
Devonshire House; Edward S. 
| Dangel, vp of Stelo and Bradlee, 
‘has been elected president of Dev- 
onshire, and Morris B. Rabin, pres- 
ident of Stelo and Bradlee, has 
been named treasurer. 


Heinz of Canada Creates 
Marketing Division 

H. J. Heinz Co. of Canada, 
Leamington, Ont., has created a 
new marketing division and made 
changes in its distribution policies. 
The new marketing division is un- 
der the direction of E. V. Anderson, 
formerly director of purchasing; it 
includes activities of the sales pro- 
motion and advertising depart- 
ment, market research and prod- 
uct pricing. 

Distribution policy is being 
changed from the direct-to-retail- 
er to distribution through whole- 
salers. An Atlantic sales region 
also has been formed which will 
include the four Atlantic coastal 
provinces. C. L. Mitchell, formerly 
manager of the Saint John branch, 
has been named regional manager 
with headquarters at Saint John, 
N. B. 


Grant Moves Two Offices . 

Grant Advertising has moved 
its Miami office to a new bujlding 
at SW 13th St. and Second Ave. 
Grant’s San Francisco office has 
moved to larger quarters at 1 Nob 
Hill Circle. 


MAPA 
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GIVES YOU ALL 4... 


the “SELLING FOURSOME” 


SIGHT.. 


SOUND.. 


ACTION.. 


VIVID COLOR! 


plus—A CAPTIVE AUDIENCE and NO COMPETITIVE ADVERTISING 


It takes all four—sight, sound, action and vivid color—to do the selling job for you. 
MPA gives you all four, plus a captive audience that sees no more than four non- 
competitive commercials. In many communities, the audience is equal to approximately 
80% of the population physically able to attend theatres. 
At every performance during the weeks you advertise on the theatre screens, you 
will be “all alone” in your\line of business, holding the full attention of a captive 
audience. MPA takes onily one advertiser for each product classification in theatres 


selected, for g: 


r pyiittle as one week or as many as 52 weeks in succession. 


YOU aii do a lot of selling when you are the only one in your field who is advertising 
and selling to a captive audience. 

We invite you to look into this selling medium soon, as it is limited to only four non- 
competitive advertisers for each theatre for one week up to fifty-two successive weeks. 


Inquire now! 


More information furnished on request. 


MOTION PICTURE ADVERTISING SERVICE CO., INC. 


1032 Carondelet St. 
New Orleans, La. 


70 E. 45th St. 
New York, N. Y. 
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Nielsen Note Burns British Admen; 


‘See You in Canada,’ Gloats TAM 


(Continued from Page 1) 
mented that Mr. Nielsen had’ 
“shocked and surprised his British | 
advertising friends by a slashing | 
attack on their judgment...” 


® However, the issues go deeper 
than wounded vanity. A thorough 


investigation by this correspondent 


shows the heart of the matter to 
be the circumstances under which 
the contract was awarded. Both 
TAM and Nielsen bid last Dec. 12 
against a Steering Committee spe- 
cification amounting to an unreal- 
istic skeleton service. TAM entered 
a figure substantially lower than 
Nielsen and, meeting all require- 
ments, was awarded the contract. 

Subsequently, differences within 
the committee over how the bill 
should be shared were resolved 
and sufficient money came for- 
ward for the original specification 
to be revised to provide a far more 
comprehensive service. Nielsen’s 
view is that it should have been 
given the opportunity to bid 
against this revised specification. 
The fact that it was denied this op- 
portunity led to Mr. Nielsen’s 
charges. 

Against this background, AA 
was invited to a round-table con- 
ference of TAM executives to hear 
their reply to Mr. Nielsen. Mr. Att- 
wood, TAM’s managing director, 
handed over this hard-hitting 
statement addressed to the editor 
of ADVERTISING AGE: 


= “Mr. Nielsen fills some five 
somewhat hysterical pages in ar- 
riving at the conclusion that Brit- 
ish firms are getting an inferior 
service at an excessive cost. 

‘We give Mr. Nielsen credit for 
honestly believing what he says. 
As competitors, we do this the 
more happily because it follows 
that nowadays Mr. Nielsen is more 
and more confusing fact and fic- 
tion. And as ability to ascertain 
and assess facts is one of the qual- 
ities generally considered of ad- 
vantage in those operating any 
audience measurement system it 
would seem that competing with 
Mr. Nielsen is becoming less dif- 
ficult. 

“Advertisers may delight in the 
stuff that dreams are made of in 
their spare moments, but when 
planning the expenditure of an ad- 
vertising allocation they want facts, 
accurately measured and cold- 
ly assessed, facts that are not out- 
of-date, but always facts. Hysteria 
and hypothesis have no place here. 


s “The plain fact is that TAM and 
Nielsen both tried to get ‘the 
Steering Committee’s contract. 
Both quoted for the contract. The 
plain fact is that TAM secured the 
contract because they give a more 
prompt, reliable, accurate and 
comprehensive service at less cost. 

“This may be unpalatable to Mr. 
Nielsen, but as an old expert at 
marketing problems he shouldn’t 
become hysterical about it. He 
should get to work on improving 
his service in the hope that he will 
be able to beat us next time we 
meet—perhaps in Canada.” 

On this last point, Mr. Attwood 
said that the ratings situation was 
very fluid in Canada, and TAM 
chiefs plan to arrive there in force 
“to see what we can do.” A pre- 
liminary survey of the field has 
been carried out. 

(Editor’s Note: Mr. Attwood ap- 
pears to be under the mistaken im- 
pression that Nielsen provides an 
audience measurement service in 
Canada. It does not. However, the 
Nielsen Food & Drug Index serv- 
ices are available in Canada.) 


a Mr. Attwood refuted Mr. Niel- 
sen’s criticisms of the TAM service 


technical sub-committee, had 
locked into every aspect closely 
over a long period. 

“Our standards satisfied all con- 
cerned in the advertising industry 
that our service was well ahead of 
requirements,” he said. 

As for the contract, a TAM 
spokesman said the original speci- 
fication was framed in such a way 
that tenders would serve\as a basis 
to show the Steering Committee | 
what was being offered, even if! 
there were revisions later. A rate | 
was asked for the cost of so many 
meters, sO many surveys, and so on. 


# Graham Dowson, Nielsen direc- 
tor in charge of the NTI in Britain, 
and Albert M. Wharfield, a Nielsen 
vp who has just arrived from New 
York to help develop tv audience 
research here, opened the Nielsen 
files for AA to illustrate their point 
of view. 

The correspondence shows that 
Nielsen was given no chance to 
bid against the revised specifica- 
tion. The organization’s representa- 
tions on this issue were either ig- 
nored or brushed aside by officials 
concerned. . 

The changes in the specification 
changed the whole shape of things, 
said Mr. Dowson. Nielsen made 
clear from the start that the orig- 
inal specification was uneconomic- 
al, and that a sound, comprehen- 
sive service would bring about an 
appreciable reduction in cost in the 
light of what was being offered. 


a Eventually, the Steering Com- 
mittee came round to the view that 
it would buy a full-scale service 
to meet the needs of all the inter- 
ested parties. It did not return to 
Nielsen a second time, but nego- 
tiated with TAM alone on the 
grounds that no purpose would be 
served by introducing a “third 
party” into the proceedings. 

Why the committee acted in the 
way it did is still a mystery. 
Charges of pro-British favoritism 
have been raised, but they seem 
incredible to this observer in view 
of the vigorous role played by 
American ad interests in Britain. 


# Only the Steering Committee 
can answer categorically the many 
questions raised by the TAM-Niel- 


about their heads, the committee 
members remain strangely silent. 

All questions are directed to 
Major George Harrison, chairman 
of the committee and director of 
the London Press Exchange ad- 
vertising agency. 

“No comment,” was his reply to 
AA. The major said it is against 
his philosophy to become involved 
in controversy. 

(Editor’s Note: Although Mr. 
Harrison had declined to comment 
on the situation to AA’s London 
correspondéht, two days later 
ADVERTISING AGce’s editors in Chi- 
cago received the following mim- 
eographed statement, dated July 
16, from Mr. Harrison.) 

“I have been asked as chairman 
of the Steering Committee, to com- 
ment on an article which ap- 
peared in ADVERTISING AGE on June | 
25, 1956, which is based on a letter} 
from Mr. Nielsen criticizing the} 
Steering Committee’s decision in| 


to supply a meter service to mem- 
bers of the Programme Contractors 
Assn., the ISBA and the IPA. 


corrected, would give a wrong im-| 
pression of the reasons which led | 
the Steering Committee to award 
the contract to TAM instead of to 
the Nielsen organization. 


s “Both TAM and Nielsen were 


itself point by point, stressing that 
the Steering Committee, and its 


invited to quote for providing a 


sen tussle. With the storm breaking | ing 


appointing the TAM organization |& 


“I am not concerned with Mr.| 3@ 
Nielsen’s expressions of opinion, |} 
but I am concerned with a number | = 
of factual statements, which unless | 


= 
t 
| 
| 
ee. 
GAME FOR TWO—Pre 
in pair of shoes as « 


that any other polit: : 
them?” Cooperative « 


yng, -——-» erties 
SHERMAN er. 
Vere LIBERAL 

st > — ~~ 


vumy Douglas’ supporters used a broken- 
‘vaign gimmick, pleading: “Do.gou think 
‘ader in Saskatchewan is capable of filling 
‘.onwealth Federation’s Liberal opponents 


cracked back two ic). later with the same pair of shoes (now 
broken-down) and ury.s “Throw them out!” The ads appeared in 
the Leader-Post, Regina. 


meter service to the industry on 
the basis of a specification drawn 
up by the technical sub-committee 
of the Steering Committee. This 
specification provided for 100 me- 
ters in the provinces as a basic 
service. Exact comparison in every 
detail of the two quotations sub- 
mitted by the two organizations to 
the Steering Committee was not 
possible, owing to slight variations 
in definitions, but after close ex- 
amination by the Steering Commit- 
tee and its technical sub-commit- 
tee, it was clearly apparent that 
the TAM quotation was demon- 
strably and substantially lower 
than the quotation submitted by 
the Nielsen organization. The tech- 
nical sub-committee was satisfied 
that the techniques and services of 
the two organizations were broad- 
ly comparable as regards scope, 
reliability and suitability. In cer- 
tain details of service, first one 
and then the other appeared to 
have an advantage, but by and 
large, there was little to choose 
between them as regards tech- 
niques and service. 


= “The steering committee then 
invited TAM to submit a revised 
quotation on the basis of a larger 
and increasing number of meters 
as the market expanded. The re- 
vised quotation from TAM was ul- 
timately accepted after the Steer- 
Committee had been satisfied 
that the revised quotation was in 
line with the original quotation as 
regards costs and service. 
“Members of the committee have 
not ‘shown favoritism to a British 
research outfit.’ The factors which 
influenced ,the decision of the 
Steering Committee and its re- 
search experts were wholly related 
to the character and quality of the 
service provided and the cost to 
subscribers. They were not con- 


cerned with the nationality of the 


research organization.” 


CBS-TV Signs KDIX-TV 
KDIX-TV, Dickinson, N. D., will 
affiliate with CBS Television ef- 
fective Oct. 1. 


ROBERT BRAGARNICK has been named 

vp in charge of merchandising of 

Revlon Inc., New York. Mr. Brag- 

arnick .was formerly senior vp of 
the Biow Co. 


Ayer’s Dunning 
Defends Agency 
in Probe of Ad 


(Continued from Page 1) 
tion toward the development of 
nuclear-powered generating plants. 

To his right sat Francis H. 
Scheetz, counsel for the Ayer 
agency. Behind him was Dwight 
C. Van Meter, his closest associate 
at the agency. 


® But switch back four weeks, to 
the glitter of Atlantic City. Surf 
beating on beach, and in a glam- 
orous hotel, leaders of the electric 
power industry gathered fogether 
to discuss a program to assure 
America that it leads in the devel- 
opment of nuclear power, and that 
this lead will be maintained. 

From the meeting, Mr. Dunning 
hurried to Philadelphia. By June 
6, he had produced an ad 
that the U.S. has completed 55 nu- 
clear reactors, with 35 others 
“building or planned.” He included 
statistics indicating that this is far 
more than the rest of the world 
combined. iy, SE 
= When the ad appeared in 37 
newspapers during the week of 
June 13-15, Congress was deep in 
a highly partisan battle over addi- 
tional government investments in 
atomic power facilities. Sen. Clin- 
ton Anderson (D.,N.M.), chairman 
of the joint committee on atomic 
energy, promptly denounced the 
utility ad as misleading. 

Soon afterwards, the House ap- 
propriations committee decided to 
call Mr. Dunning to determine 
whether his cl. nt was trying to 
influence the committee’s han- 
dling of the nuclear power appro- 
priation. 

The transcript,~which became 
available today, shows Mr. Dun- 
ning rebuffed hostile committee 
members who felt Ayer should 
have gone d the statistics 
supplied by Electric In- 
stitute. 

“We are pretty long on re- 
search,” he replied. “We do a lot 
,of it. We believe them when they 
| tell us things. For instance, if Ply- 
|mouth told us last week that they 
jmade 1,000,000 automobiles, I 
would not try to count them.” 


s Committee members emphasized 
| the fact that none of the 55 reac- 
tors built here involved investment 
of private money. But Mr. Dun- 
ning pointed out the ad noted the 
research role carried on by the 
Atomic Energy Commission. He 
argued that private investment in 
nuclear projects was first author- 


Jized only two years ago, and he 


| stressed the fact that seven major 
| projects, involving investments of 
approximately $300,000,000, are al- 
ready under construction or are 
being considered. 

As the barrage of questioning 
continued through the afternoon he 
was asked what. is the capacity of 
the nuclear power program in 
Great Britain? In Russia? How does 
the cost compare with the $300,- 
000,000 which utilities propose to 
spend here? How many of the 
plants had capacity in excess of 
5,000 kw? 


8 At one point, when Rep. James 
C. Murray, (D., Ill.) asked, “What 
is the most promising type of reac- 
tory?” Mr. Dunning sidestepped. 
“Boy!” he said, “You can’t get me 
into that one, because the greatest 
scientists in the world have not 
any idea yet.” 

Later, when Rep. Murray asked 
what Mr. Dunning would fecom- 
mend if private power companies 
fail to develop effective power 
plants, Lawyer Scheetz intervened. 
“He is here in a responsive capac- 
ity in connection with an ad which 
his company developed. His per- 
sonal opinions and judgments as 
to what is going to happen in this 
field might be of value, but I think 
you can see we are here for a spe- 
cial purpose and I prefer that his 
personal views be left out of this.” 


® In a brief opening statement Mr. 
Dunning noted that Ayer has been 
in the advertising business for 87 
years. “It is the oldest advertising 
agency. I am not necessarily the 
oldest employe. I may look it, but 
I am not. It is a fairly responsible 
organization, maybe leaving me 
out of it.” 

Needled by Rep. Joe L. Evins 
(D., Tenn.), who thought utifities 
shouldn’t spend stockholder funds 
on advertising, Mr. Dunning 
snapped: 

“We have a pretty good reputa- 
tion in our firm, and we have 
turned down a lot of business that 
we-could have gotten. But we 
turned it down, first of all because 
we did not believe in it, and sec- 
ondly,*we felt that the advertising 
purposes were unfair or insecure 
or what not. We have many rec- 
ords of telling people not to ad- 
vertise.” 


® His dander was aroused, too. 
when Rep. Murray asked if ad 
expenditures were used to influ- 
ence editorial and news policies of 
newspapers. 

“We've been in the business 
long enough to know darned well 
that the expenditure of advertis- 
ing money in a publication will 
not influence its editorial point of 
view,” he replied. “If that is the 
kind of publication you use, I am 
reasonably sure you are going to 
get pretty ‘lousy’ readership.” 

Rep. John Phillips (RF, Cal.) 
wanted to adjourn in mid-after- 
noon. He said the hearing was “so 
flat.” Maybe Ayer should have 
used the word g-0-v-e-r-n- 
m-e-n-t instead of “Atomic Energy 
Commission,” he said. “In that case 
this hearing might be of some 
benefit to Mr. Dunning.” 


® By evening Rep. Ben Jensen (R., 
Ta.) and Rep. Evins were carry- 
ing on their own private discus- 
sion. Asserting there is no law 
against any person or persons ad- 
vertising in any magazine or paper 
in America, Rep. Jensen told 
Evins: “I don’t object ever: when 
the state of Tennessee advertises, 
‘Come to the Tennessee Valiey 
with Your Industries and Take 
Advantage of the Cheap Power.’ 

“The only thing I objected to 
was since the taxpayers of my dis- 
trict, the people I represent, helped 
to pay the bill to establish TVA, I 
did not think it was quite fair to 
try to get the industries of my state 
to move down there and take ad- 
vantage of that tax-free cheap 
power.” 
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Marie does 8 
FASTER... 


complete mailings, multi- 

aphing, mimeograph- 

ng, addressing, fill-in on 

—_eaenen letters, 
planographing. 

Marie keeps your Mail- 

ing List Le frees you 

from detail work. For rush pick-up. 

tw service and fast delivery 
LL WAbash 2-8655. 


ae 
431 S. Dearborn St 


(Continued from Page 3) 
from the subject, reported in di- 
rect quotes, and usually with the 
advance approval of the man who 
was its subject. 

Mr. Siddall had a trenchant edi- 
torial style. One of his editorials— 
“How the World Empties and Fills” 
—became a benchmark in the mar- 
keting business, and was quoted 
repeatedly by marketing and ad- 
vertising men who were trying to 
impress the viewpoint it portrays 
so succinctly to clients. 

Strangely, this particular edi- 
torial was omitted in a collection 
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sting out of the claim. This INSUR- 
ive. 


Horatio Alger Formula Helped Build Up 
‘American’ in Its Heyday Under Siddall 


published in 1917 by Century Co., 
called “Sid Says.” Some of the ed- 
itorials that were included give an 
illuminating notion of the era—“To 
get thoroughly married takes time 
and trouble,” “Men can’t be geared 
up—unless they are cheered up,” 
and “It is hard to tell how numb 
a young skull is.” 

Mr. Siddall was a native of 
Oberlin, O., and attended Oberlin 
College and Harvard. After work- 
ing for the Cleveland Plain Dealer, 
he joined Chatauqua Magazine 
and McClure’s Magazine, and 
joined American, becoming editor 
in 1915. . 
® Actually, only three editors 
guided American over a 41-year 
|period. At Siddall’s death Merle 
Crowell became editor, and he 
followed the Siddall formula close- 
ly; in 1929 Sumner Blossom, who 
was named to a new post in 
Crowell-Collier when American 


Advertising Age, July 23, 1956 


HOW THE WORLD EMPTIES AND FILLS 


WENTY-ONE years ago 

Coxey'’s Army marched to 

Washington. All the papers 
were full of it. Mention Coxey to 
anybody over thirty-five years old 
and see the understanding in his face. 
Know Coxey and his blooming army ? 
Well, L should say so! Now try Coxey 
on men and women in the twenties. 
Just try it. It will open your eyes. 
Coxey? Who the blazes is Coxey? 
Looks of confusion and ignorance. 

Coxey, you see, quit advertising. 
That is, the Coxey publicity ceased. 
And the world has filled up with peo- 
ple who never heard of him. Millions 
and millions of them. 

That is the way with some adver- 
tisers. They speak up a few times 
and then go back to their factories. 
There, by George, we've told ‘em! 
And then old Father Time begins to 
work. And the undertaker. And the 
parson armed with a marriage license. 


And the baby carriage. And rheuma- 
tism. And, first you know, the world 
is peopled with new bosses, new buy- 
ers and new housekeepers who never 
heard of you. Incredible! What!— 
never heard of me? No, never heard 
of you! Sorry to disappoint you. 

Man is provided with a great big 
ego. If he didn’t have it he couldn't 
stand it to live. Without an ego he 
would probably take one look at the 
moon and go jump in the lake. Now 
the best thing that an ego does is to 
give you a fine feeling of permanence. 
Of course you aren't permanent, and 
your better sense tells you so. But 
Mr. Ego keeps trying to make you 
think you are. What he aims to do is 
to make you feel comfortable. Nice 
thing to have around—an ego. You 
need him in your business. But don't 
believe everything he tells you. He 
is the most agreeable and ever-pres- 
ent liar on your premises. 


JOHN M. SIDDALL 
MARKETING BENCHMARK—This editorial by John Siddall in the October, 
1915, issue of American Magazine was often quoted by marketing 
and advertising men. 


was closed down, took over as ed-|to get away from the “dollar suc- 

itor. cess” formula on which he felt the 
Mr. Blossom considered that|magazine was based. His first 

American was basically interesting| memo to the editorial staff began 

only to men; he undertook to reach | bluntly: 

the whole family, and he wanted! “Horatio Alger doesn’t work 


First in the West with 


COLOR TV 


... KRON-TV, San Fagnelsce's 


Pioneer Color Station 


now maintains its leadership 


.. .with a series of 

hard hitting color 

clinics where local 
advertisers can see 
their packages, products 
and display material 


and that’s how we do your job! 


TINKER-TO-EVERS-TO-CHANCE . . . 

this unequalled Baseball Hall of Fame trio 

was a once-in-a-lifetime combination. 

But, in advertising production, a 1-2-3 service 
AD-SETTING, ENGRAVING and PRINTING 

is provided by Faithorn every day of the week, 
all under one roof. Your printing job will 

be handled efficiently . . . speedily. One contact, 
one responsibility, one location, one price. 
Faithorn, serving the entire Midwest, 
specializes in coler work and process color 
plates. Write or call us on yeur next 


graphic arts ob. - Wiitehall 4-2300 


a it h 0 r n CORPORATION 


st..¢ 10, | AD-SETTING 


FIRST IN THE WEST with... 
NETWORK COLOR PROGRAMS 
LOCAL LIVE PROGRAMS 
COLOR FILM PROGRAMS 
COLOR SLIDES 


on closed circuit 
color TV. 


Represented Nationally by 


Affiliated with the S. F. Chronicle 
Peters, Griffin, Woodward, Inc. 


and the NBC-TV Network on Channel “ ENGRAVING 


PRINTING 
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here any more...” 

He gradually swung from ar- 
ticles about business and industrial 
tycoons to stories of individuals; he 
developed short features for the 
back of the book, and the vignette 
(a short fiction piece of less than 
500 words) and he pioneered in 
four-color photographic illustra- | 
tions for fiction. He broke the pat- 
tern of serials (American was the 
first magazine to insist on com- 
pleted fiction in each issue), and 
he was deeply conscious of new 
social patterns. “The word ‘se- | 
curity* teok the place of ‘riches’ in 
youth’s dream of achievement,” he | 
once explained, adding that many | 
people had awakened “to a new 
social consciousness. It would have 
been impossible to have continued 
to publish career articles in which 
accomplishment was measured by 
selfish piling up of money—even 
if I had wanted to.” 


s As AA reported three weeks ago, 
the postwar decade has been a 
time of disillusionment for the 
American, with advertising vol- 
ume falling away in each succes- 
sive year, so that 869 pages and) 
$5 802.000 in revenue in 1946 be-| 
came 247 pages and $2,323,000 in| 
1955. | 
In this connection, Mr. Blossom | 
told AA with a tinge of bitterness | 
that American had a circulation of | 
2700000 at closing—that it took | 
more cash at the newsstand than) 
any other U. S. magazine. But it. 
couldn’t be scld to advertisers, he | 
said sourly, adding that perhaps) 
without the expensive advertising | 
staff it could have continued to run | 
on dirculation sales alone. | 

The heyday of American as an 
advertising medium was not in) 
S ddall’s time, but in the mid-’20s. | 
In 1927 the magazine carried $6,- | 
527,410 in advertising. Not that 
Siddall’s administration wasn’t, 
food to the coffers of the book—in 
1915, when he took over, adver-| 
ticing revenue was $247,584, and’ 
in 1923, when he died, it was $5,-. 
386.6°9. Actually, American had) 
four golden years, 1924-1927, when | 
each year’s ad volume topped $6,-. 
000 000. 

The depression struck hard: | 
From $5,500,000 in 1930, revenue | 
fell to $4,481,683 in 1931, and to 
$2,798,135 in 1932 and about $2.,- 
298,000 in 1933 (in other words, 
American’s take in boom 1955 was) 
just abcut what it was—in much | 
more valuable dollars—in the pit | 
of the d2pression). By 1939 rev-| 
enue was slightly over $3,000,000, 
and it slumped to $2,132,100 in) 
1942, but by 1946 it was up over | 
$5,800,000. 


L. A. Adwomen Elect 
Helen Hall as President 

Helen Murray Hall, manager of | 
advertising and promotion of the 
western division of NBC, Holly- 
wood, has been elected president of 
the Los Angeles Advertising Wom- | 
en. 

Other officers 
elected are Betty 
Kizer, Trans 
World Airlines, 
lst vp; Anne 
Carr, Inter- 
state Bakeries 
Corp., 2nd vp; 
Dee Davis, Mira- 
cle Mile Assn., 
recording secre- 
tary; Dorothy 
Winter, Batten, 
Barton, Durstine 
& Osborn, corresponding secretary; 
Marion Vilmure, Roy Rogers En- 
terprises, treasurer, and Mildred 
Carruth, KIEV, assistant treasurer. 


Car-Na-Var to Back New Wax 

Continental Car-Na-Var Corp., 
Brazil, Ind., will introduce what it 
calls “a revolutionary new floor 
wax” this fall. An introductory | 
budget of $650,000 has been set, the, 
major portion to be spent in a spot 
television saturation drive in 12) 
major markets. Product Services 
Inc., New York, is- handling. 


Helen Murray Hall 


Housewives Dig Those Department Stor 
‘Personalities, Ad Survey Discovers 


(Continued from Page 2) 
versal, with upper class and “blue 
collar” women agreeing firmly on 
the character of a given store. And 
according to Mr. Martineau, mem- 
bers of the different classes will 
have equal knowledge about a par- 
ticular store, regardless of where 
they shop. “It’s a common fund of 
information among all women,” he 
said. 


® Store personality is mainly 
communicated, not through lan- 
guage, but via such elements as 
“general style,” “physical appear- 
ance,” “art style,” “tone,” “white- 
ness or blackness of copy” and 
layout techniques. 


© Out of the ads fashioned with 
these art-oriented elements, house- 
wives were able to judge “with 
amazing accuracy” a huge range of 
store characteristics, including: 
physical appearance, size, location, 
whether it’s modern or old- 


‘guised); in the other half they 
judged out-of-town stores. 
Chicago stores were checked in 


ir-con: Be 
nowongev Bos ene c = Cincinnati and Pulaski, Tenn. (for 
dows and counters, + Licies, the small-town vote), and the 
including price and « -ange, wives of Atlanta and Kansas City 
efficiency, reliability © to. | exchanged views on each other’s 
ward credit and ret oods stores. Through depth interviews 
kind of salespeople sd of |2nd multiple-choice questions the 
customers. emphasis was kept on personality 
traits, both of the stores and of the 
® Despite this deadli: male Kind of women who might shop 
intuition, it is possib: ngea there. 
housewife’s image « ‘ore— | 


without altering the 
Mr. Martineau cited 
Ohrbach’s in New Y. 
emphasized that any 
must be made gradu. 


‘self. Libby, McNeill Asks Stock 
se of Increase: May Make Own Cans 
vit he) Libby, MeNeill & Libby, Chi- 
“ange | cago, has asked its stockholders to 
approve at the Aug. 15 annual 
|meeting an increase in authorized 


® The survey behinc judg- common stock to 6,000,000 shares 


ments consisted of ab. ‘\) inter- from 4,000,000. If the proposal 
views in which wome!: :: Chicago | passes, the additional shares may 
and elsewhere were asi««! to com-|be used to acquire other compa- 


ment on representativ: depart-|nies in the canned and frozen 
ment store ads and tel! “what kind | food packing business, though, ac- 
of a store this is.” In half the inter- | cording to the company, no such 


views women were asked about | acquisitions are now being con- 


|\home-tdéwn stores (the names dis-| sidered, or to expand present fa- 
cilities. Libby is also “studying the 
possibilities” of manufacturing the 


tin cans it uses in packing. 


know the 
Pittsburgh 


market... 


Panel of 2,000 
Pittsburgh families available for: 
¢ Promotion Penetration Studies 
© Blind Product Tests 
® Opinion Surveys 


Market Survey Bureau 


ERNEST E. ENGEL, DinEcToR 
2 GATEWAY CENTER, PITTSEURGH 22, PA. 


““You’re looking at a million-dollar menu!”’ 


“Only two years ago, we started freezing our Chinese food 
and selling it around Minnesota. 

“Now, we've sold millions of dollars’ worth throughout 
the U.S.A. — captured half of a $25,000,000 market — all 
with food prepared in our one plant in Duluth! 

“Food brokers and buyers receive our Chow Mein, Egg 
Rolls or whole Cantonese dinners anywhere in the 48 states — 


within a few hours! 


“How do we do it? We pack these new delicacies is dry ice 
and rush them Air Express! With Air Express, they travel 
fast and sure, taking hours instead of days for delivery. 

“Air Express never fails us. In fact, it's opening up the 
whole country as our regular market. 

“And yet, most of our shipments cost less than any other 
air service. 15 lbs., for instance, Duluth to St. Louis, is $4.67. 
It's the lowest-priced complete air service by $2.98!" 


a 


& Air Express 


Gers THERE FIRST via US. Scheduled Airlines) 
CALL AIR EXPRESS ... divisionof RAILWAY EXPRESS AGENCY 


& 
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Judge Orders Counsel in Springmaid’s 
‘Obscenity’ Suit to Rewrite Complaint 


(Continued from Page 1) 
designed to implicate Springs Mills 
as a consistent purveyor of por- 
nography. Among these exhibits 
were various Springmaid bedsheet 
ads and clippings from ApDvER- 
TISING AGE reporting on protest 
against these ads. 

Judge Benvenga ruled that these 
exhibits were “evidentiary matter, 
some of which would seem, at first 
blush at least, to be irrelevant.” 
He also said that some of Miss 
Marx’s allegations were “conclu- 
sory in form.” 

Although he took six months to 
render his. opinion, Judge Ben- 
venga did not touch on the sub- 
stantive issues in the case. He 
therefore left hanging the basic 
issue, which could have wide ram- 
ifications in the advertising indus- 
try. 


The issue at stake is this: Is it 
permissible for an advertiser or 
agency to resell a photograph to 
another advertiser? 

The events leading to this action 
are not disputed by any of the 
parties. Mrs. Russell posed for a 
picture to be used by Marboro in 
an ad for its book club. In the pic- 
ture, she is shown in bed with a 
male model. Both are reading 
books. The ad, which ran in the 
New York Times and The Re- 


porter, was headlined, “For people}. 


who take their reading seriously.” 

Marboro subsequently sold the 
picture to Springs Mills for $200. 
Friend-Reiss paid photographer 
Richard Avedon $715.85 for the 
picture. The photograph was then 
altered and ran in a full-page ad 
in the Ladies’ Home Journal, Look 
and Promenade. 


MEET THE MILLERS... 


another prestige program on the 
Prestige Station in Western New York 


Since 1948, Bill and Mildred Miller have been the 
voices of good cuisine and culinary art to the 
interested Western New York homemakers on their 
popular “Meet the Millers” show. 
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Their wide and varied talents which include Bill’s 
years as a top Broadway dancer, Mildred’s piano 

virtuosity, and their combined business acumen in 
many enterprises, give them an equally wide scope 
of interests. And it’s their interests that have made 
them a vital factor in captivating audiences. 


Consistently the highest-rated food merchandising 
show in Buffalo, “Meet the Millers” sells everything _ 
from copper ware to biscuits with proved results 

for the advertiser in New York State’s Second 


The “Meet the Millers” show—as well as the other 
WBEN.-TYV locally-produced Prestige Programs 
—has the appeal and the audience to profitably 
accommodate all saleable products and services. Call 
our national representatives: Harrington, Righter 
& Parsons, Inc. for full information. 


WB E N-TV BUFFALO + CH. a 


CBs BASIC 


In the retouched picture, the! 
man is wearing a beard and the 
title of the book in his hand is | 
clearly discernible as “clothes! 


make the man.” (In the Marboro 
ad, no book titles are legible.) | 


® “Clothes Make the Man” is a 
paperback volume authorized by 
Col. Elliott White Springs, head of 
Springs Mills. Springmaid ads fre- 
quently contain a line offering the 
book via mail for 50¢. The book, 
which is subtitled, “How to Put 
the Broad in Broadcloth,” was of- 
fered in the disputed Springmaid 
ad. “The 1955 edition is profusely 
illuminated with rejected adver- 
tisements and censored copy,” said 
the ad. 

Springs Mills copy running un- | 
der the bedroom picture said: “We 
bought this picture to advertise 
Springmaid sheets, but we can’t 
write the caption. Elliott Springs 
tried, but all he came up with was 
Lost Weekend, Knight Errant, Lost 
Between the Covers and You Can’t 
Go Wrong on a Springmaid Sheet.” 
The ad offered a lifetime supply 
of Springmaid sheets to contribu- 
tors of useable captions for the 
picture. 


® Miss Marx points out that her 
client, Mrs. Russell, agreed only to 
portray for Marboro “the old-fash- 
joned custom of young couples 
contentedly enjoying an evening 
together by reading in bed the 
educational books of literary merit 
sold by Marboro.” 

She further points out that each 
of Mrs. Russell’s portrayals “is 
performed in response to a specif- 
ic request from a specific client, 
for a specific cliental purpose, 
which is particularized to plaintiff 
and approved by her prior to the 
rendition of her services.” 

Mrs. Russell, her counsel adds, 
has never made her services avail- 
able “to anyone who resorts or 
who has a reputation of resorting 
to bad taste, indelicacy, inelegan- 
cy, immodesty, vulgarity, ribaldry, 
bawadry, fescenninity, ess, li- 
centiousness, gaucherie, unchasti- 
ty, obscenity, double-entendre and 
similar techniques in his advertis- 
ing and other appeals for public 
interest and attention.” 


® The defendants’ case is simple. 
In asking the court to dismiss the 
action entirely, they cite the fact 
that Mrs. Russell signed the stand- 
ard release form. This tten 
form, which is signed by all mod- 
els, states: 

“The undersigned hereby irrev- 
ocably consents to the unrestricted 
use by Richard Avedon, advertis- 
ers, customers, successors and as- 
signs, of my name, portrait or pic- 
ture, for advertising purposes or 
purposes of trade and I waive the 
right to inspect or approve such 
completed portraits, pictures or 
advertising matter used in connec- 
tion therewith.” 

In contesting the motion by the 
defendants, Miss Marx said such 
an interpretation would raise hav- 
oc in the model business. She told 
the court that if the defendants are 
upheld, it would mean “the whole 
world” is entitled to use such a 
picture for any use. She told 
Judge Benvenga that it is clear- 
ly understood in the advertising 
world that a model poses for a 
specific client and for a specific 


purpose. 

As for the use of the picture by 
Springs Mills, Miss Marx said 
this action linked her client with 
previous ads run by this advertiser 
as well as with the actions de- 
scribed in “Clothes Make the 
Man.” Quoting liberally from this 
volume, Miss Marx said the 
Springmaid ad containing Mrs. 
Russell’s picture meant that: 

“A. She had (a) voluntarily 
posed for a Springmaid bedsheet 
advertisement and voluntarily as- 
sociated herself with the tech- 


niques illustrated by exhibit c|; 
(former Springmaid ads) and e 


(“Clothes Make the Man); (b) 
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ry 
new broker 


Rotan, Moste & Co. 


STOCKS - BONDS 
mer ber 
Mew ork Stock Exchange 


CALLING INVESTORS—Rotan, Mosle & Co., Houston broker, is using 

outdoor, in addition to newspapers, to attract new investors. This 

bulletin is on a main thoroughfare in Houston. Ritchie Advertising 
Agency handles the account. 


Portrayed a female waiting to be 
used by a stranger who was whet- 
ing his sexual appetite with the 
contents of exhibit e; (c) request- 
ed more than 8,970,135 members of 
the general public (circulation of 
the three defendant magazines) to 
guess whether she was a slut, a 
call girl or prostitute, appropri- 
ately label her act of unchastity, 
and determine whether this was 
her daily or merely weekend be- 
havior; (d) solicited comparison 
with the females in exhibits c and 
e, and advice from said 8,970,135 
readers as to why her male com- 
panion was reading a book instead 
of using her; 


= “B. Her professional services 
were always available at a price, 
and her professional standards 
were flexible ... and she was will- 
ing to portray the slut as readily 
as the well-bred and refined 
young female. 

“C. Defendant Springs Mills 
were her clients and she was a 
fellow traveller of men who read, 
write and sell books like exhibit 


ear 

“D. For a model fee of $50 per 
hour she readily violated and pub- 
licly flaunted her sacred marital 
vows and maternal obligations and 
invited said 8,970,135 members of 
the general public to join her in 
such sacrilege; 

“E. She recommended that (a) 
women dress so as to expose ‘a 
nicely proportionate chest,’ their 
crotch and ability to stretch; (b) 
those afflicted with fat upon their 
buttocks wear a [false bottom], 
(c) a ‘belt dangling a cash reg- 
ister’ be worn when ‘wooed by a 
wolf’ and an ‘undercover front 
support’ that will ‘radiate during 
maneuvers’ and ‘pinpoint spots,’ 
(d) those with business on [capi- 
tol hill] or in the ‘pentagon build- 
ing’ wear ‘two thickness of girdles’ 
if they are ‘subject to bruises’ 
when ‘pinched’ by congressmen 
and other ‘pinshun guieses,’ so that 
they will not have to ‘eat off the 
mantel,’ (e) a ‘camouflaged cami- 
sole below your trademark’ as pro- 
tection against the ‘tattoo artist’ 
and ‘torso twister,’ (f) women 
should ‘think twice before they 
turn down a chance’ to engage in 
sexual intercourse with whoever 
‘wigwags’ such a proposition, 
whether ‘producer, banker, law- 
yer or butcher boy,’ (g) women 
emphasize by exposure their bos- 
oms, buttocks, thighs, navels and 
crotch, and buy ‘Springmaid’ bed- 
sheets because they were used in 
houses of prostitution and by 
ladies of easy virtue.” 

The Russells are asking $4,230,- 
806—$1,000,000 from Marboro, $1,- 
020,000 from Springs Mills, $1,- 
020,000 from Look, $1,020,000 from 
Ladies’ Home Journal and $170,806 
from Promenade. 


Heinz Sales Hit New Peak 

H. J. Heinz Co., Pittsburgh, hit a 
new sales peak of $262,425,046 
during the fiscal year which ended 
May 2, according to its annual re- 
port. The previous ’s sales 
amounted to $234,179,207. Net in- 
come for the year increased 20% 
to $10,583,944 from the previous 
year’s $8,782,324. 


Tax Officials 
Eye ‘Exempt 
Periodicals 


(Continued from Page 1) 
lated income” section to maga- 
zines may involve a series of court 
tests before its significance is 
established. 

According to the statute, unre- 
lated income refers to “any trade 
or business, conduct of which is 
not substantially related to exer- 
cise or performance” of the func- 
tions which constitute the basis of 
the organization’s exemption. 

Associations may contend that 
publication of magazines dealing 
with specialized scientific or tech- 
nical problems is closely associated 
with their main purpose. No exist- 
ing court decisions would rule out 
such a defense. 


® The advantages enjoyed by 
publications of tax exempt or- 
ganizations have long been a mat- 
ter of concern in the publishing 
industry. Some publisher groups 
such as Associated Business Pub- 
lications will not admit associa- 
tion-owned publications to mem- 
bership. Nor will NBP, under its 
present by-laws—although one 
such publication, Qualified Con- 
tractor, was a charter member of 
NBP and has been allowed to re- 
tain its membership status. 

Privately-owned publications 
contend the “captives” get a num- 
ber of advantages. Because of 
their tax exempt status they are 
able to accrue capital which could 
otherwise be drained off in tax 
payments. 

In addition, the “exempts” pub- 
lished by non-profit religious, 
scientific, educational and other 
types of organizations get special 
postal privileges whch result in 
substantial competitive advantages 
over similar periodicals owned by 
private publishers. 


® While Congress is currently con- 

a rate increase bill in- 
volving an 84% over-all rate in- 
crease on commercial publications 
over a five-year period (30% on 
the reading portion; 120% on the 
advertising portion), the “exempt” 
publications are excused from any 
increase and are carried at pre- 
war rates. 

Unlike privately-owned publi- 
cations which pay substantially 
higher zone rates on the adver- 
tising portion, the exempts pay 
only a pound rate which applies 
equally to reading and advertising 
portions for delivery anywhere 
in the U.S. 


Detroit Incomes Climb 

The 1955 median family income 
in the Detroit area was $5,700, ac- 
cording to the University of Mich- 
igan’s fifth annual Detroit Area 
Study. The 1955 figure is $400 
greater than the median family 
income figure for 1954. It repre- 
sents an increase of 39% over the 
past six years. 
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Spector, BBB 
Quarrel Over 
‘Beauty Box’ 


(Continued from Page 1) 
plaints have continued,” the bulle- 
tin says. “In consequence, and as 
the volume of complaints in- 
creased, NBBB wrote to the presi- 
dent of Hazel Bishop Inc. on June 
20, 1956, advising him of the se- 
rious situation that has developed. 


® “No reply to this letter or to a 
subsequent follow-up letter has 
been received. No explanation for 
the continued and prolonged delays 
in shipments ncr information as 
to any plans the company may 
have for making shipment or issu- 
ing refunds has been offered to 
NBBB. 

“Advertising of the Hazel Bishop 
‘Beauty Box’ offer has prominent- 
ly featured the words ‘money back 
guarantee’ and ‘everything to gain 
—nothing to lose.’ The experience 
of complainants as reported to 
Better Business Bureaus has not 
justified the use of. these advertis- 
ing claims.” 


® Mr. Spector, who is chairman of 
Hazel Bishop, said the company re- 
ceived nearly 1,000,000 requests 
for its “Beauty Box” offer and that 
the mailing was handled entirely 
by a professional mailing organi- 
zatiorf. He estimated that about 
1% of the outgoing orders were 
misaddressed, about one-quarter of 
1% of incoming orders forgot to 
include their names, one-eighth of 
1% forgot the money and an even 
smaller percentage of orders may 
have been pilfered. 

Discussing the BBB complaints, 
he said: “They wrote us 22 letters 
and we replied to 20.” He said his 
lawyer had written NBBB asking 
it to withdraw some of its state- 
ments. 


British Find No 
Lung Cancer-Smoke 
Tie, Hartnett Says 


New York, July 19—Continued 
failure by British cancer research 
scientists to induce cancer in lab- 
oratory animals with tobacco 
smoke derivatives emphasizes that 
the search for the cause or causes 
of lung cancer must be broadened 
and intensified, Timothy V. Hart- 
nett, chairman of the Tobacco In- 
dustry Research Committee, says 
in a statement to be released Sun- 
day. 

Mr. Hartnett says the newest 
report of the British Empire 
cancer campaign tells that several 
long-term and separate experi- 
ments with tobacco smoke and 
condensates on laboratory animals 
failed to: produce cancer either by 
prolonged painting, injection or 
forced inhalation. 


Shaw Gets 4 Colgate Products; 
Named to Handle Flo-Mix 
Colgate-Palmolive Co, New 
York, has appointed John W. 
Shaw Advertising, Chicago, to 
handle advertising for all Colgate 
brand shaving products. These in- 
clude Colgate brushless shave, Col- 
gate lather shave, Colgate instant 
barber shave and Colgate after- 
shave lotion. Lennen & Newell 
formerly had the instant barber 
shave and Bryan Houston Inc. had 
the other three products. Shaw re- 
cently was named to handle trade 
advertising and overseas adver- 
tising to the armed forces for Col- 
gate-Palmolive (AA, June 11). 
Shaw also has been named to 
handle advertising for Flo-Mix 
Fertilizers Corp., Houma, La., and 
Chicago, maker of liquid fertilizers. 
The company is a new advertiser. 


“back to school” promotion. 


Curley Names Kastor, Farrell for $500,000 »:.ve 


Mount Vernon, N. Y., July 20—Robert Curley Ltd., ma: 
hair styling preparations, has appointed Kastor, Farrel: «siey & 
Clifford, New York, to handle a $500,000 introductory te). sion and 
newspaper campaign in 16 principal markets. Selling only + \:zh de- 


partment stores and demonstrations for the past eight ):.:s. Curley 
recently completed a saturation television test drive in Mi! waiikee and 
has decided on this new program, which will include ex; inding its 
distribution to all cosmetics outlets. Dancer-Fitzgerald-Saii; ic is the 
previous agency. 


Buckley Ltd. Names Wesley as U.S. Agency 


Toronto, July 20—W. K. Buckley Ltd., maker of Buckley's Mixture 
(Canada’s largest selling cough medicine) and Jack & Jill cough syrup 
for children, has moved its U. S. advertising account from Hilton & Rig- 
gio to Wesley Associates. Legrand L. Redfield, who had handled 
Buckley at Hilton & Riggio, joined Wesley last month (AA, June 4). 


Waring Products Plans Magazine Campaign 


New York, July 20—Waring Products Corp., a division of Dynamics 
Corp. of America, will launch a series of page ads starting in August to 
run through the remainder of the year in national magazines to fea- 
ture its Waring Blendor, Ice Jet, portable mixer and Durabilt travel 
iron. Publications to be used include Electrical Merchandising, Esquire, 
Gourmet, Life, National Geographic Magazine, Retailing Daily, Sunset 
Magazine and The New Yorker. Anderson & Cairns is the agency. 


Reingold Gets Boston Woven Hose Account 


Boston, July 20—Boston Woven Hose & Rubber Co., manufacturer of 
industrial rubber goods, will move its advertising account Sept. 1 from 
Brooke, Smith, French & Dorrance, New York, to Reingold Co., here. 


‘Look’ Will Increase Rates in January 

New York, July 20—Look will announce Monday a rate increase of 
10%, along with a circulation guarantee boost of 5% effective with the 
Jan. 22, 1957, issue. The b&w page rate goes from $15,065 to $16,570 
with the four-color rate up from $22,640 to $24,905. The circulation 
guarantee will be hiked from 4,000,000 to 4,200,000. Half the boost 
was attributed to the rise in guarantee, with the additional 5% added 
to cover increased manufacturing costs. 


Lewis Leaves B&B; Other Late News 


e William H. Lewis Jr. has resigned from Benton & Bowles, New York, 
as vp and account supervisor of the General Foods’ Maxwell House 
account, He joined the agency in April, 1951. 


© Edgar E. Hinkle, for the last four years head of the New York office 
of Mathisson & Associates, Milwaukee based agency, has been named 
advertising manager of Miller Brewing Co., Milwaukee, on an interim 
basis. Mr. Hinkle will direct Miller’s ad program until a permanent 
appointment is made. Mathisson is Miller’s agency. Vernon S. Mullen 
Jr., who recently resigned as Miller’s ad manager (AA, July 16), has 
not announced his future plans. 


® Anderson, Clayton & Co., Dallas, will use spot television on a 52- 
week basis in 32 markets in the central U.S. to promote Mrs. Tucker’s 
margarine, the first of several new food products being introduced. The 
company reportedly will spend 65% of its annual food division budget 
in spot tv. McCann-Erickson, Dallas, reportedly has been named to 
handle advertising for the margarine and for Mrs. Tucker’s salad oil, 
effective Aug. 1, but this could not be confirmed at press time. 


e Frank H. Long, merchandising executive with Bryan Houston Inc., 
New York, for the past two years, has been appointed manager of the 
agency’s merchandising department. 


rejected by us. On the contrary, 
we believe our action furthers such 
efforts.” 

The Westinghouse president 
wrote: “We have not felt and do 


Westinghouse Head 
McGannon ‘Regrets’ 


* 7. 
Last Minute News Fla: +s 

Cunningham & Walsh, Mayers Discuss Mc 

Cuicaco, July 20—A merger of Cunningham & Walsh May-|@ 
ers Co., Los Angeles agency, currently is under consid. C&W] a 
wants a West Coast tie-up and Mayers desires a base h nandle |§ 
the Sears, Roebuck account. C&W’s local office is coo; Zz with 
Mayers in handling Sears’ national magazine ad drive, breaks | ™ 
next month with color spreads in Collier’s, Farm Journa Look,|@ 
Sunset Magazine, The Saturday Evening Post, True Story man’s 
Day. The ads feature soft goods and Sears’ credit arran. is ina 


turer of | iam 


Sarnoff's Attitude 


New York, July 18—Donald H. 

McGannon, president of Westing- 
house Broadcasting Co., has re- 
plied to charges by the National 
Broadcasting Co. that it is leaving 
network radio because of a “short- 
sighted policy,” by expressing “re- 
grets” that NBC can’t take the 
move “as a legitimate difference of 
opinion.” 
Last week (AA, July 16) NBC 
President Robert W. Sarnoff sent 
a sharp letter to Mr. McGannon 
accusing him of failing to consider 
the public interest when he de- 
cided to drop NBC daytime net- 
work radio programs. Mr. Sarnoff 
charged further that Mr. McGan- 
non has no interest in maintaining 
a national radid-service. 


# In his reply, Mr. McGannon 
wrote: “The implication that we 
are seceding from any effort 
which relates to the public interest, 


either local or national, is firmly 


not feel that any type of radio net- 
work programming provided today 
meets the requirements of radio as 
it now exists. Nor does it provide 
us, as affiliates, with the type of 
service necessary to enable us to 
meet our obligations to the listen- 
ing public and our responsibilities 
as licensees, as effectively as we 
can by programming these periods 
locally. 


® “Our views in this connection, as 
you know, are based upon our firm 
conviction that the function of ra- 
dio today, in the light of television, 
is far different from the function 
of radio prior to the advent of 
television. In our opinion, the ra- 
dio service which is wanted by the 
listening public today is a local 
service. o network service 


must fit in With this function rath- 
er than subordinating it.” 

Four Westinghouse stations will 
drop their daytime network affil- 
iations by Aug. 26. ‘ 


LET IT SNOW—Here is the first ad in 
Pepperell Mfg. Co.’s new series for 
its synthetic fiber blankets. It is 
scheduled for the September Liv- 
ing for Young Homemakers, Octo- 
ber Ladies’ Home Journal and No- 
vember McCall’s. Benton & Bowles 
is the agency. 


‘Electronic Week's’ 
Title Electrifies 
McGraw-Hill Lawyers 


New York, July 19—McGraw- 
Hill Publishing Co., through its 
lawyers, has notified Hayden Pub- 
lishing Co. that the latter’s Elec- 
tronic Week, scheduled to bow in 
August, infringes on the copy- 
righted name of McGraw-Hill’s 
Electronics Week, which it claims 
it has been publishing intermittent- 
ly on a testing basis since 1953. 

At Hayden, T. Richard Gas- 
coigne, co-publisher with James S. 
Mulholland, said that he had “no 
comment at this time” on the Mc- 
Graw-Hill charge. 

But Hayden is going ahead with 
Electronic Week, Mr. Gascoigne 
said. It will be issued as a 12-page, 
8%”"x11%”" weekly without adver- 
tising the first week in August, he 
said. The Sept. 15 issue will have 
28 pages with advertising. 

Base advertising rate for a full 
page, b&w, 13 times, will be $295. 
Both inside and back covers have 
already been sold, he said, and sub- 
scription orders since the new 
weekly was announced (AA, July 
9) have “exceeded expectations.” 


e Mr. Gascoigne was formerly 
sales manager of McGraw-Hill’s 
Chemical Engineering, He _ re- 
signed in 1950. Shortly afterward, 
he and Mr. Mulholland, who had 
been district manager of Chemical 
& Engineering News, an American 
Chemical Society publication under 
the advertising management of 
Reinhold Publishing Corp., 
launched Electronic Design, a 
monthly. 

McGraw-Hill publishes Elec- 
tronics, a monthly which was es- 
tablished in 1930. It has never pub- 
lished its Electronics Week on a 
regular schedule, but has issued 
test copies irregularly since 1953. 

As previously (AA, 
July 9), Fairchild Publications will 
bring out Electronic News early 
in 1957, as a weekly tabloid. 

Other publications in the field 
include: Electronic Advertiser, a 
monthly established in 1954 and 
published in Washington, D.C.; 
Electronic Equipment, a monthly 
established in 1953 by Sutton Pub- 
lishing Co., White Plains, N.Y., and 
Electronics & Communications, a 
monthly established in 1953 by 
Age Publications, Toronto. 


Maclean Joins Smalley, Levitt 
Rod Maclean, advertising and 
public relations executive for Un- 
ion Bank & Trust Co., Los Angeles, 
has resigned to become an account 
executive with Smalley, Levitt & 
Smith, Los Angeles. He is suc- 
ceeded at Union Bank by Henry F. 
Kavanaugh, previously with Burns 
W. Lee-Patrick O’Rourke, public 


FTC Sets Close 


{Watch on ‘Illegal’ 
Food Allowances 


Wasnincton, July i9-Federal 
Trade Commission Chairman John 
W. Gwynne revealed today that 
the commission’s field offices have . 
been instructed to intensify their 


By jefforts to track down discrimin- 
Hjjatory pricing and promotional 
=| |arrangements in the food industry. 


He said the action was taken on 
the basis of complaints from small 
retail grocers who say powerful 
competitors have been ignoring 
and circumventing the Robinson- 
Patman Act and obtain illegal 
benefits. 

(On Nov. 21, the FTC issued 
complaints charging that Food 
Fair, Philadelphia, and Giant Food 
Shopping Centers, Washington, ob- 
tained illegal advertising benefits 
from 11 suppliers. FTC’s com- 
plaints charged the chains “know- 
ingly induced” the suppliers to 
grant the allowances. At the same 
time the commission charged the 
suppliers yielded allowances which 
were not available to other cus- 
tomers on proportionately equa! 
terms.) 


s Chairman Gwynne said today he 
has instructed ‘his staff to take a 
“hard look” at promotional al- 
lowances and cooperative advertis- 
ing payments by suppliers to ma- 
jor retail outlets. “This includes an 
investigation of certain promo- 
tional contracts for services and 
advertising which the’ buyers ini- 
tiate and submit to their sup- 
pliers. 

“What we are after,” he said, “is 
to put a stop to the illegal payment 
—however disguised—which food 
suppliers offer or are pressured in- 
to offering their most profitable ’ 
customers when, at the same time, 
no such advantage is given the lit- 
tle fellow.” 

He contended, “In no fieid of 
free enterprise does the consumer 
have a greater stake than in the 
marketing of food products. Here 
he benefits most from fair and vig- 
orous competition. It is our inten- 
tion to clear the field of dangerous 
monopolistic practices.” 


Mack Truck Boosis 
Overseas Promotion, 
Names Doyle, Kitchen 


New York, July 18—Mack 
Trucks Inc. is stepping up its inter- 
national advertising and has ap- 
pointed Doyle, Kitchen & McCor- 
mick, its domestic agency, to han- 
dle overseas promotion. 

For the past few years Mack has 
been relatively inactive in the in~- 
ternational field, its promotion 
being confined largely to Canada 
and Mexico. The company now has 
decided to expand its export sales 
program for Mack trucks, with 
South America a prime target. 


® An “intensified” print schedule 
has been mapped out in half a 
dozen of the export trade maga- 
zines published in this country for 
circulation abroad. 

With this move, Mack has moved 
its international business from For- 
eign Advertising & Service Bureau 
to Doyle, Kitchen. This represents 
a consolidation of all Mack adver- 
tising with one agency. Some years 
ago, Mack went in for diversifica- 
tion of its advertising program, 
using three or four agencies for 
different divisions. This policy has 
now been scrapped. 


‘SI’ Namez March in Chicago 
Sports Illustrated has appointed 

R. Bruce March to its Chicago ad- 

vertising sales staff. He most re- 


relations company. 


cently was with Holiday. 


ee gee uli Petia ee ca 2, 5 ea, oa ee a. ies 3 a ey Pig RAR. SON SERN et ’ eee aaa Beers Pee a oe ae oy. Ee 2 1 ee Ale rts oa Pe eS a esi es: + 
' — . — = 
ee “ 85 E 
nn ea eee ee | po : 
7 ae i mh 3 = f om ae ie “ 
Ses Oa a = See 
nee a ‘ae aie pe 
a Sake 
Ss . |. hi 
Oe 
BENE A 8 = é 
- esis Ee : 
SS re eo e 
Bioiee F 
_ 
ee P ae 
ee : 
vg | 2 
ee ; 
_ pe 
| 
j i . 
3 
| | ee 
7 
a 
| ae 
7 
rf 
FS S 
. , —_ i, 
es j ; ' a : ; K . : i $ i % ae ei BS Bee ioe av rs 


Advertising Age, July 23, 1956 


REPRESENTATIVES WANTED 
Swedish agency with creative ideas is 
looking for American representatives who 
can sell some of our ideas in the US and 
send us details and material about the 
American market. CL-publicity, Bergs- 
radsvagen 62 JOHANNESHOV, 


HELP WANTED POSITIONS WANTED | 
Two young, aggressive display qalenmnen | 


wan ao rae 
wanted by 7-day daily in one of Pacific WANT TO RETIRE? 


Northwest's fast growing areas. Ideal year | Would you like to reduce responsibilities 
around ‘climate, outdoor recreation. Paper | = wad maintain financial interest and direc- 
. lineage leader &. its circulation class. | ion of your company? 
usiasm and ire to progress more 

important than enperiense, Airmail full | Experienced sales manager with thorough 

rticulars, requirements, knowledge of sales planning, distribution 
Young, L Lewiston Morning Fribune. | Lewis-| channels and advertising methods is in- 

‘daho. ae in a small Chicago area company 

ieieena NATIONAL POULTRY MAGA-| {0 stock interest. Repl Od lead 
ZINE needs aggressive advertising sales- - ~ 
men with some selling experience to con- Box 8738, ADVERTISING AGE 
tact top personnel on national and region- 200 E. Illinois St., Chicago 11, Illinois 
al accounts in Midwest. Must be capable | ADVERTISING GRAD, 26, married, wants 
of planning presentations and doing aj} position with “gency or company entail- 
constructive selling job. Travel essential.| ing contact work. Experience—Ad Mgr. 
An unlimited challenging field. Only men | Heavy Equip., Mag. Promotion, Basic Ma- 
willing to give unstintingly of time, en-| terials Promotion. Member SDX, AFA, 
ergy, and imagination need apply. Write/| various civic groups. AAAA Tests avail- 
a) not —~ yo or call) — Pay ex-/| able. Address replies to: 
perience, an income requirements. Amer- Box 8739, ADVERTISING AGE 
ican Poultry Journal, 180 N. Wabash Ave., 
Chicago 1, Mlinois. 200 E. Hilinois St., Chicago 11, sinete 


Rates: $1.25 per line, minimum charge $5.00. 
lines (maximum—two) 30 gene hy aay 
line. Add two lines for box number. Copy d 
noon $ days preced 

$15.50 per column 


Sweden. 


Advertising Space Salesman, heavy con- 
sumer or trade magazine background. 
Charles Mann, Space Sales Specialist. 
Mu 17-3250, New York. 

BUSINESS OPPORTUNITIES 
PRINTING BROKERS 
Opportunity for weekly or monthlg pub- 
lishers wanting black or black and one, 
two, three additional colors. Letter press 
equipment. All services, including fur- 
nishing newsprint. Union plant, metropol- 

itan area. Box 8746, Advertising e. 
480 Lexington Ave., New York 17, N.Y. 


MISCELLANEOUS 


Exceptionally Light Furnished Office. 
Prestige Address. von Answering Serv- 
. 35 East Wacker Dr., 


HELP WANTED 


cRADING PROGRESSIVE MILWAUKEE 
ART studio needs a top flight aggressive 
art salesman to head Chicago sales office. 
Studio has high level talent and maintains 
successful sales office in Detroit. Sales- 
man must be well known to Chicago 
A.D’s. and have excellent reputation. Sal- 
ary commensurate with ability to produce 
art sales. Enclose photo and detailed 
qualifications of employment 
and contacts. Reply to: John Higgs Stu- 


HELP WANTED 
PRODUCTION MANAGER 
ad OR 
ASSISTANT PRODUCTION MANAGER 
FOR 


LARGE MAILING ORGANIZATION 
If you are familiar with lar mailings 
involving heavy schedules; if you have 
experience handling factory help and 
have a happy faculty getting along with 


people; you are an all-arocund-man 
conversant with the varied phases of pro- 
duction in a mailing plant, you ave the 
man we are looking for. 


An unusual opportunity with good salary 
and bonus plan is yours if you qualify. 


Please write in full detail giving back- 
und—strictest confidence maintained. 
aoe D noel 400 Madison Ave., Room 


dios Inc., 1050 Empire Bidg., Milwaukee, 
Wis. Phone BRoadway 1-8353. 
CONTINUITY DIRECTOR , 
for major network VHF station in South- 
west. Must have proven writing ability. 
executive experience or potential, thor- 
ough knowledge of TV production as it 
affects writing. Send complete background 
and salary requirements. 
Box 8735, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Llinois 


SPACE SALESMAN 
Ready to move up now to eastern divi- 
sional manager of a national trade pub- 
lication soid to the motor carrier industry. 
Minimum of 4 years in space es. Age 


Space Salesman. . .Leading plumbing and 
heating magazine has excellent opening 
in Chicago Office for young, experienced 
salesman. Write giving complete resume. 
Box VERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Substantial draw against 
sion. Top opportunity for creative plan- 
ner, wi ambition and drive. Se re- 
sume of experience along with record of 
accomplishment. Our employees know 


about this ad. 
Box 8732, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
DISPLAY RACK SALESMAN 
Established Chicago concern has interest- 
ing proposition for a productive wire dis- 
play — salesman 
‘ADVERTISING AGE 
200 rE Tilinois St., Chicago 11, Illinois 


JOB MARKET 
r 


CREATIVE TALENT 
ADMINISTRATIVE PERSONNEL 
MOLENE An 3-444 
Bankers Bldg. Chicago 3. 
ENC A A 
Excellent opportunity for creative man, 
on trade publication ads and direct 
iser with flair for 
agency. Write in 
» , Advertising Age. 
200 E. Illinois St., Chicago 11, Illingis 
EDITOR-PHOTOGRAPHER for leading 
merchandising business magazine stress- 
ing pictorial journalism. Some experience 
in retail merchandising, reporting, writing 
and rewrite essential. Young man under 
30 who can spend up to 50 percent of his 
time on the road. portunity to grow, 
with experienced staff in rapidly Maan | 
field. Location Chicago. Give 
experience, salary requirements. 
Box 8693, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
Advertising Space Sales Manager for na- 
tional pattern fashion magazine. Excellent 
rtunity and future. ana in full de- 
and with ? 


Box 8734, pen ape aren AGE 

480 Lexington Ave., New York i7, N.Y. 
Writer- Technical Publicity for industrial 
and & s in expanding pub- 
licity department of outstanding adver- 
= ~~ & Engineering degree pre- 
rience in editorial) or adver- 

ae writing with industrial biisher, 
eoverteer < or agency desirable. ttractive 
=— ary with adequate fringe ben- 
opportunity to develop 
atmosphere. 
if possibile, 


(2), Pa. 


Sabetentially in congenial 
Send background and ete 
to Mrs. Breisky, Arndt 

cy, 160 N. 15th Street, ‘Phila, 


MARKET RESEARCH GIRL 
Carnation Co., Los Angeles, needs top- 
flight market ‘research woman to handle 
NFI data, analyses of industry research 
& reference material, experience essen- 
tial. Top pay. Write or call Mrs. Vera 
Smith, Carnation Co., Los Angeles. 

ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS - PLACEMENTS 
209 S. State St. Ha 17-1991 Chicago 
FIELD SUBSCRIPTION SALESMAN 
To call on executives of manufacturing 
firms for Chicago area business paper 
publisher. Should have successful selling 
experience, preferably in trade subscrip- 
tion field. Top earnings potential for the 
right man. Personal interviews will be 
arranged promptly. Include resume and 
salary requirements. : 
Box 8737, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


LOS ANGELES AGENCY 
SEEKS NEW YORK AND 
CHICAGO AFFILIATION 
Several of our accounts are 
national advertisers ex 
in the Eastern and idwest 
If you have accounts 
that are expanding ro- 
to the West coast yet 
not want to go to the expense 
of opening a branch , we 
be able to work out a 
reciprocal arrangement. We 
have a 12 man with com- 
plete facilities and art are 
ment to service any ago 
account in all media. 2 ae 
fully recognized and can 
the most rigid ipevestinatien ae | 
our personnel as well as 
finances. " 


If You're in ADVERTISING 
Your Job is MY BUSINESS 
Call Miss Barnard at 
Wa. 2-2306 for the really 
BIG positions in Advt., 
Radio, TV, Publishing and 
Pub. Rel. See me now!!! 
202 S. State St., Rm. 1116. 


EXCEPTIONAL OPPORTUNITY 
OPEN 
ADVERTISING, 

SALES PROMOTION 
AND PUBLIC RELATIONS 
Here is your opportunity to work 
for a leading international elec- 
tronics manufacturer in a position 
that offers outstanding growth 
potential. You will help prepare 
literature, direct mail, publicity, 
trade shows, point-of-purchase 
displays, packaging, and coordi- 
nate these promotional activities 
with our advertising agencies. 
We seek a young man under 30 
who has several years experience. 
A college degree is not necessary. 
You can live in a small com- 
munity (where our plant is lo- 
cated) or 15 miles away in a 
large city with well over 100,000 
population. Tell us why you are 
our man. Reply in confidence, 
giving complete details including 
salary required. Our staff knows 
of this ad. Box 156, Advertising 
Age, 200 East Illinois Street, 

Chicago 11, Illinois. 


Advertising promotion ice. R ble Ren 
3979. 


publications, desires challenging oppor- 
tunity. High ratio returns from direct 
mail. Experienced in market research and 
analysis and ABC audit procedure. 
Box 8743, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
I HAVE THREE HEADS 
and six hands. 17 yrs. graphic arts exper., 
20 yrs. creative writing exp. Partner in 
typesetting plant at present. Thrive on 
pressure. Have edited several own pub- 
lications. Written TV, plays, music, lyrics, 
articles, etc., etc., etc. Here is an oppor- 
tunity to latch on to someone who can 
handle Production as well as produce a 
few bright ideas of his own. When things 
get dull can entertain the staff with my 
songs on my uke. Write in confidence. My 
family knows of this ad. Have Tux but 
won't travel. Norman Temple, 5000 N. 
Kenmore Ave., Chicago 40, Ill. 
AD MGR. OR EXECUTIVE ASS'T. 


Presently employed by AAA-1 national 

vet, 
married. Seeks opportunity to take over 
full responsibility with company of same 
size or smaller. Able to plan, create and 
produce complete advertising and sales 
promotion programs, ideas, copy, layout 


Chgo. \ 

200 E. Illinois St., Chicago 11, Illinois 
GRAY FLANNEL & ART, COPY, PROD. 
Seek position with growing agency as all 
around man. Ex 
operation, A. 

Asst. Adv. 


ps., . 
art, copy for nat’l. & retail ads + sales 
married, SY 2 vet. 


lh ge 
request. x 8742, Advertising Age. 
"00 0 E. litnots, St., Chicago 11, Illinois 
Adv. Prod. Man—9 years experience with 
top eo & ss Full knowl- 
edge of engra . mats, roto, type spec. 
Complete know-how on all cost cutting 
devices means $$ savings for you. 
Box 8745, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
Artist, art direction, layout background 
seeking work space arangement. Have 


“Our 45th Year” 
ASST. ADV. MGR., housewares 

Able to become Adv. Mgr. within 
ear $9,000 
‘to i ¥4 

Layout Art Dir., bonus and. .$9,000 
GLADER CORPORATION 
Don Hartis. Bis. Adv. Div. 
110S. Dearborn CE 6-5353 Chicago 


of my own. 
Box 8744, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


ADVERTISING AND SALES 
PROMOTION MANAGER 
Exceptional 7 year record. Heavy mer- 

house organ, direct 
mail, and newspaper adv. experience. 
Deep in creative layout, copy, art, and 
production. Married, BJ VU. of Mo. 
Prefer Midwest. Excellent references. 
Box 8740, ADVERTISING AGE 
200 E. Mlinois St. Chicago 11, Illinois 


(2) Must have complete 


posters. 


and sales groups. 


ance of this advertisement. 


480 Lexington Ave. 


OPPORTUNITY FOR OUTDOOR SPECIALIST 
IN MAJOR AGENCY 


We offer an unusual opportunity for an Outdoor Special- 
ist, to be manager of Outdoor Advertising Department of 
one of America’s top agencies located in New York. 


The man we seek must have the following qualifications: 


(1) 5 to 10 years or more outdoor advertising experi- 
ence, preferably including some in plant operation. 


construction and embe 
and electric spectaculars. * 


(3) Have administrative ability to direct assistants in 
the department in handling service details with 
plant owners on both painted bulletins and 24-sheet 


(4) Must be willing to travel. 
(5) Have sales ability to present plans to field managers 


Salary is in five figures and man selected will be part 
of Agency profit sharing plan. . 

Agency has a proven growth record and this man’s fu- 
ture is not limited to just outdoor advertising medium. 

Our organization has been advised about the appear- 


Box 152 ADVERTISING AGE 
New York 17, New York 


actical knowledge about 
ment of painted bulletins 


WE NEED A WOMAN 


Or maybe even two, for top copy positions on a variety of accounts 
including some of the best known names in cosmetics, beverages and 


soaps. 


We'll like you best if you have a lively imagination, a healthy 
curiosity, a diversity of interests, a solid agency background, and a 
real awareness of all kinds of contemporary ideas. 

You'd be writing TV and print in a well-known, fairly large agency 
where your personality, your ability, your judgment and your opin- 
ions are respected and considered. And if you're the gal we want, 
we'll do anything within reason to get you, and keep you happy. 

If you're for us, we don’t have to tell you what to send or what 
to write. Naturally, we'll keep it quiet. 


BOX 153, ADVERTISING AGE 
200 East Illinois St. 


Chicago 11, Illinois 


BUSINESS PAPER WRITER 


We want to add a well-trained, but not necessarily 
widely experienced, writer to our staff to become, 
first, an editorial assistant and then to be advanced 
as rapidly as possible to full editorial direction of 
one of our business publications. A great lifetime 
opportunity with substantial ultimate earnings and 
profit participation in a well established and grow- 
ing company. Give full outline of education and 
experience, personal details and income needs. 


Address Box 157, Advertising Age 
200 E. Illinois St., Chicago 11, Ill. 


DEarborn 2- 

MAILING LISTS OF NEW MOTHERS 
Florida - Georgia - Louisiana - Arizona 
mad T. Hess & Co., Box 2467, Orlando, 


if you're a 

SUCCESSFUL 

SALESMAN 

ON COMMISSION 

with graphic arts background... 
with the desire and ability 
to counsel clients on mer- 
chandising and selling strat- 
egy, sales promotions and 
sales training programs .. . 
and would like to work with 
one of Chicago’s top creative 
“merchandising - agency” 
teams, we'd like to hear from 
you. Commissions and draw- 
ing account. Future unlimited, 
Please brief us with details 
in a short letter. 

Box. 161, Advertising Age, 
200 E. Illinois St., Chicago 
11, Til. 


PERSONNEL 
INTERVIEWER 
Fone charge of our Adve . 
Promotion and P. R. 
Will’ consider man or woman. Will- 


ing to train. 

WABASH Einy Ant eee 'S. Sate 
0 

Chic: tit WAbash 


Fine, Fast, Fairly Priced Photography 


pics 


photographers 
DEARBORN 2-1062 
167 N. LASALLE. CHICAGO) = FLLINOIS 


PUBLICITY COMMERCIAL 
CONVENTION INDUSTRIAL 


Want to move South? 
WOMAN COPYWRITER 


age have advertising agency experience, 
rolific writer of quality sell” Wo. con ali 
sound sense of . 


Single 
. not over 38 Salary $4,200 per 
annum. Write = confidence full 
round, with 

Mrs. 
Sule & y a. . &, Palis 


COPY — CONTACT 


Experienced man wanted by Chicago 
agency to service Chicago industrial 
account. 
$8,000 to $10,000 
according to experience 
Box 101 Advertising Age 
200 E. Illinois St., Chicago I'l, Illinois 


Two Man Agency 
Needs a Partner 


who can sell 


Small Chicago agency, long on tal- 
ent, short on accounts, needs a good 
man to supplement, not duplicate, 
our abilities. We'll back you with 
the finest copy, merchandising skill 
and penetrating ad know-how that 
you can sell with confidence. Fully 
recognized, efficiently operated—but 
we haven't been able to get enough 
of the kind of business we know we 
can = well. 


200 E. Planets ‘a. Cen. m. 


The Midwest's 
evtstanding placement 
service for Adv.- Art & 

allied fields. 

By appointment only 
59 E. MADISON + SUITE 1417 


«g 
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Advertising Age, July 23, 1956 


Publicity man to grow into expand- 
ing position in New York of 
well-known, reputable organization. 
Must have professional commpetenes 
in. factual publicity writing and 
solid familiarity with New York 
trade press, based on several years 
of productive werk © on receiving or 
sending end. 

Highly desirable to have knowledge 
of media and working gt a of 

media research. Heavy emphas 
ability to generate effective: publicity 
and maintain good press relations. 
Be prepared to submit and discuss 
work-exhibits during interview 
after forwarding professional ré- 
umé, salary bracket, age, etc. to: 
Box 159 ADVERTISING AGE 

480 Lexington Avenue, New York 17 


A step up for the right man in 


LAYOUT 


Medium-size agency with excep- 
tionally ene :, rds 
junior lay- 

Two 


rtunity 
‘or unl nite. "s talk— 
‘Art Di irector, 16987, 


v 


ADVERTISING & SALES 
PROMOTION 

Large retail chain with headquar- 
ters in Midwest has excellent op- 
ty for man with varied retail 
advertising les promotion 

ground. Should be creative; 
have good knowl of copy, a 
out and production. Must be able to 
develop a complete sales package. 
Experience in working with top 
—- 


ae 


management desirable. 
to 37. arene 
ge 000. 


Box 154 —, 
200 E. Illinois St., “Giea 


: Partner Wanted 
north central states agency. 
established o— 15 


years, has 
ra ef past 18 months due 
xity of sales Ae Drop-off 


ent 
alten. Excellent Member -4 
Member —~ i 9 1956 ine 

wali protesly exceed $800,000. 
~ Be 


use capable salesman, or 
man, oreferebt with some billing. 
Good man, 


HERE’S YOUR CHANCE TO BE 
TOP MAN 
ON PACKAGED GOODS 


One of top 25 national agencies 
has perfect opportunity in Mid- 
west office (not Chicago) for 
man, 35-40 with well rounded 
packaged goods experience— 
food, drugs, household products. 
Now have several rapidly grow- 
ing packaged goods accounts, 
plan to enlarge in this field. Right 
man can become group head. 
Must be fine writer, sound plan- 
ner with good contact personality. 
Send detailed statement of expe- 


rience and salaries to: Box 162, 


Advertising Age, 200 E. Illinois 
St., Chicago 11, Ill. 


Bayer Crelley 


ing Research Institute get together for some chart study. 


Phillips 
HEAD RESEARCH—Recently elected officers of the Industria! .\ divertis- 


adams 


They are 


William D. Crelley, assistant sales manager, Sweet’s Catalog Serv- 


ice division, F. W. Dodge Corp., c 


hairman; Maurice J. Phillips, as- 


sistant to the general advertising manager, International Nickel Co., 
vice-chairman; Kenneth J. Bayer, exec vp, Oakleigh R. French & 


Associates, secretary, and Fred E> 


Adams, president, G. M. Basford 


Co., treasurer. 


Fiction-wise, All Heels Aren'tinthe Ad 
Business, Novel on Shoe Industry Indicates 


(Continued from Page 3) 
him, -‘If Advertising doesn’t get 
results, then it’s time there was a 
new Advertising Department.’ ” 

Neggler caved in, and McQuade 
told him to hit all the magazines 
on the company’s list in one month 
with Naked Flesh. The magazines 
mentioned included Vogue, Seven- 
teen, Harper’s (sic) and Madem- 
oiselle, and Glamour and Town & 
Country. McQuade said he wanted 
them all used—“every magazine a 
style-conscious woman will read. 
And the Sunday supplements of 
the newspapers that get national 
distribution. And the snob mags. 
All of them.” 


= Neggler was horrified. “That 
n...that can run into a high 
five-figure advertising outlay for 

.. well, for a single shoe. And in 
a single month ... Maybe even six 
figures. Frankly, I wouldn’t ad- 
vise—” 

“I’m not here for your advice, 
Andy,” McQuade said quickly. In 
addition, McQuade wanted bro- 
chures for the salesmen, and the 
advertising discount for retailers 
boosted from 24% % to 5%. In short, 
“I want this shoe to hit women in 
the eye wherever they look. Do 
they read the Ladies’ Home Jour- 


SOLID, EXPANDING 
MID-WESTERN AGENCY 


2. Hiring a man capable of com- 
bination sccm executive- 
Sy tating anechosly 

ing some 
morally € jear billings help. 
ful but not aa. 


ax79 
“ 
Fe 
nue 
fi 
| 


BOX 158, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


——— 


AGENCY 
CREATIVE 
DIRECTOR 


AVAILABLE FOR LARGE SCALE OP. 
ERATION. 18 YEARS OF KNOW-HOW 
WITH 2 MAJOR CONSUMER AGEN- 
CIES AND LEADING RETAIL-MAIL 
ORGANIZATION. DRAMATIC, FRESH. GRAPHIC SALESMANSHIP. CAN 
DO WITH QUALITY. VOLUME, CONSUMER PRODUCTS, CIGARETS 
AND PETROLEUM. CONTACT BOX 160, ADVERTISING AGE. 480 
LEXINGTON AVE., NEW YORK 17. N. Y. 


e258 2 2: Sk 


nal? All right, I want an ad there. 
Do they read the Oshkosh Des- 
patch-Courier? Fine! The local re- 
tailer will be advertising in that 
paper, with cuts supplied by us, 
with monies supplied by our 5% 
discount. If this shoe catches on, 


we may even take car cards in|} 


trains and buses. I’m bucking for a 
landslide sale...” 


® Ringwise merchandising men 
may gulp at this version of how a 
big promotion gets going, but Mr. 
Marsten follows the soulless heel 
until at last he winds up on his 
uppers. 

The publisher is delighted with 
the book, because the shoe busi- 
ness is already trying to identify 
the people in it, and “The Spiked 
Heel” went into its second print- 
ing before publication on the basis 
of word of mouth publicity and 
mail orders from shoe manufactur- 
ing cities. 

Teaser postcards (“The Faces 
and Places are familiar in ‘The 
Spiked Heel’”) have been sent to 
shoe people, retailers, department 
store buyers and advertising and 
editorial executives. Advertising 
appeared in Publishers’ Weekly 
and will start in the New York 
Times July 22. 


Canada Will Have 
Color TV Next Year, 
Official Reveals 


(Continued from Page 3)\ 


the Americans to get off the ground 


with color before we move in.” 


® He noted that through improve- 
ments and new developments RCA 
had been able to drop the retail 
price of colored sets from about 
$800 to $450. 

CBC expects enough of a further 


cut next. year in production costs 
to make dolor television omi- 
cally and lly feadible in 


Canada. 

The $500,000 that CBC now has 
in its kitty would finance only a 
start on the switchover, first on 
transmitters in the CBC’s “single 
service cities,” ch as Ottawa, 
where it enjoys a clear broadcast- 
ing field. 

In recent months CBC has been 
relaying a few color television 
shows from NBC in New York. The 
pictures are coming out clear in 
b&w and the programs have been 
received in “some color” in color 
receivers. 

Admittedly, the color hasn’t been 
good, but there has been enough of 
it to indicate the conversion of 
equipment might not be as com- 
plicated and expensive as was be- 
lieved initially. 


s But manufacturers and retailers 
of color sets have another prob- 


lem to contend with. Is Canada 
ready, financially, to make the 
jump to color tv? 

Owners of b&w sets might be 
able to afford proposed color con- 
verters, but the initial price of 
color sets- will still be high, in 
spite of the retail price cuts in the 
US. 


for $450 would cost at least $ 

more in Canada. Not many Cana- 
dians are ready to pay that price 
at the moment. 

Canadians balked at paying $350 
to $400 for b&w sets in the post- 
war boom and it was not until the 
various manufacturers were able 
to offer a tv set for $250 or less 
that the buyers’ spree really moved 
into high gear. 


Two Join McCann-Erickson 
McCann-Erickson, Chicago, has 
appointed Tobin C. Carlin. a re- 
gional advertising and sales pro- 
motional specialist, and Thomas W. 
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Carlin formerly was director of 
sales of Dad’s Root Beer Co., Chi- 
cago. Mr. Laughlin previously was 
with Proebsting & Taylor and Con- 
tinental Casualty Co., both of Chi- 
cago. 


Spence Joins Baxter 


John B. Spence, formerly adver- 
A color set selling in New y6rk| dking manager of Continental Sup- 


ply Co., has joined the staff of 


account executive. 
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Make Authentic Records 


You can check results promptly and base 
decisions on accurate facts with service by 


RARER Oe 
BArcley 7-537! 
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~ MeCalls gains 350,000 


circulation per issue! 


March, April and May issues of McCall’s this year 
outsell same three months’ issues in 1955 by more 
than 350,000 average per issue—at the very time 
the single-copy price was increased from 25¢ to 35+! 


0. 


When a magazine captures and reflects the spirit of its times, 
as McCall's has done with Togetherness, its circulation is 
bound to go up, up, up! 


That's the story of McCall’s continuing circulation rise. In 
1955, the first full-year of McCall’s new editorial concept of 
Togetherness, McCall's set three new circulation records, 
topping all other high marks in its history for Highest 
Single-Issue Circulation— Highest Quarter-Year Circulation— 
and Highest 6-Months’ Circulation Average. 


And, with 1956, McCall's circulation continues to rise. Its 
total average circulation for the first 3 months of 1956 hit an 
all-time high of 4,764,042. Its newsstand sales showed an 
increase over 1955 in the first 3 months of 1956. 


Now, in the face of a single-copy price increase, the March, 
April and May, 1956 issues show an average increase of more 
than 350,000 per issue over the corresponding issues in 1955! 


In this way McCall's continues to demonstrate the vitality 
and strength of its unique Togetherness concept 

... proving to advertisers that the woman who lives in close 
Togetherness with her family reads McCall's 

because she needs McCall's. 
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